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The travel industry is going places as U. S. tourists 
start spending an estimated 10 billion dollars a year 
to see greener pastures. This is twice the spending 
that took place in 1941. 

Travel promotion will increase, too, as all forms 
of transportation and accommodations increase, as 
steamships and airlines, railroads and buses, hotels, 
resorts, and dude ranches renew serious competition 
for the tourists’ dollars. 

The amount of paper needed to lure and satisfy 
America’s wanderlust is already enormous. Yet 
travel is only one of the nation’s expanding markets. 

“Paper Makers to America” is en route to greater 
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production and greater productivity. But it will be 
some time before the demand for Mead Papers of 
the Mead, Dill & Collins, and Wheelwright lines can 
be satisfied. Your best bet is to keep in touch with 
your Mead merchant and to rely on him to keep you 
informed about the current availabilities of “the 
best buy in paper today.” 


* *& *& Mead offers a completely diversified line of papers in 
colors, substances, and surfaces for every printed use, in- 
cluding such famous grades as Mead Bond; Moistrite Bond 
and Offset; Process Plate; Wheelwright Bristols and In- 
dexes; D & C Black & White; Printflex; Canterbury Text 
and Cover Papers. 


MORE THAN ONE HUNDRED YEARS OF PAPER MAKING 


THE MEAD CORPORATION «. “PAPER MAKERS TO AMERICA” 









‘This question of rising costs seems 
to be the most important problem 
confronting the users of the mail... 
so | decided to do some investigating. 
Wild rumors are flying around . . 
about a buyers strike against the 
printers and lettershops. Many of 
the rumors, or more than rumors, 
land in my oftice. 


‘The situation is as confusing as 
the delightful cartoon drawn by 
Lombard D. Jones which Hubert 
Foster of he Mead Corporation ran 
in his last issue of “Better Impres- 
sions” and which he has allowed me 
to use on the cover of The Reporter. 
Hubert thinks the 101 little men in 
the cartoon are symbolic of the 101 
reasons why paper is scarce today. A 
similar cartoon should be created for 
the printing and lettershop indus- 
tries. (H. F. says it’s in the works.) 


Getting along with our report... 
a printer writes from the midwest, 
“Can you give me some good argu- 
ments to supply an advertising mana- 
ger in his effort to prevent the officers 
of his company cutting his house 
magazine down to six times a year 
instead of once a month?” 


The account executive of an ad- 
vertising agency asks, ‘““What can I 
tell our client about the rotten service 
he is getting on addressing . . . and 
the high cost? Is this going on all 
over ... or do we have the wrong 
shop ?” 


The president of a manufacturing 
concern brings us an eight page, 2 
color (just routine) architect’s speci- 
fication folder, to ask if the 45c per 
piece charge (for 6000 copies) is 
reasonable. He says “I'll be damned 
if | am going to pay those kind of 
prices . we'll cut out our Direct 


Mail.” 

A paper mill representative calls to 
confide “confidentially” about a dis- 
turbing session he had just had with 


How to Cut Rising Printing and Mailing Costs 


(A Special Report by Henry Hoke, assisted by Readers of The Reporter) 


a prominent advertising manager. 
Said his costs were going up so high, 
and he was getting such rotten 
service, that he would_be torced to 
drop his Wirect Mail program and 
concentrate on other things. 


Another advertising manager, in a 
speecn betore a printers group, spills 
tne beans that his costs on one WVirect 
iVLail operation had gone so high that 
he had been torced to convert the 
program to radio. 


Another advertising manager re- 
marked tacetiously it was so neces- 
sary to cut corners on printing that 
he was capitalizing on the idea by 
having all his return cards die-cut 
with rounded corners to visualize the 
need for cutting costs. 


Visitors to our oftice have reported 
sending their work to far distant 
cities to avoid high costs in New York 
or Chicago. Others have told us of 
plans to do more production and 
mailing work in their own oftices. 
We've even heard stories of New 
York printers actually buying plants 
in small cities and sending their over- 
How work there. 


So it goes. Some of the stories are 
true. Some are exaggerated. But 
we've made enough calls, in person, 
or by phone and letter, to know that 
the situation is serious. We are not 
attempting to fix the blame. Prices 
in all lines are chaotic. Life is chaotic. 
But we are concerned with the idea 
that too high prices for supplies, 
printing and letter services, poor 
quality work, and outlandishly slow 
delivery might kill the goose that lays 
the golden eggs. “The Direct Maii 
business was founded on speed, de- 
pendable service, accurate handling, 
high quality and other virtues which 
are too much lacking today. 


Following the appearance of. the 
article in our December issue (page 
7) on Cutting Costs, I sent reprints 


and a letter to a cross section of 
Reporter readers . . . asking for their 
opinions. 


Quite a number of people refused 
to commit themselves in print be- 
cause “they didn’t want to get in 
dutch with present source of pro- 
duction or supply.” A few corres- 
pondents wrote or called to report 
that we wouldn’t dare print what 
they would really like to say about 
the situation. 


Some of the letters we received 
were repetitious . . . but we’ve enjoyed 
reading them all. In this report we'll 
give you some of the most illumina- 
ting letters. If it’s true that “the 
readers make a magazine great”’ 
this issue should be good. For from 
here on (until our brief conclusions ) 
the readers are writing The Reporter. 


First: Here are four letters on a 
fairly optimistic tone. 


From Robert D. Chase, Admin- 
istrative Advertising Manager, 
The Parents’ Magazine, 52 
Vanderbilt Avenue, New York 
a7, Bee Be 


I am one who has always believed in 
the practice of stern economy in direct 
mail advertising, whether it be of the 
mail order type or of the general adver- 
tising type. I believe that at no time 
should the expenditure for direct mail 
material and services go beyond com- 
mercial practicability. All too frequently 
it does. So, I am not too seriously 
worried about the present rising cost ot 
service and manufacture. Everybody 
will meet the situation by one means or 
another. Some will meet the situation 
by cutting out non-profitable fanciness 
and getting down to the stern realities 
of good solid selling material. Others, 
chiefly those who have always hewed 
to the line of rigid economy, may pass on 
the cost to the consumer by raising prices 
commensurately, if they cannot absorb 
it themselves. 


It seems to me that rising costs which 
are firmly based upon economic necessity 
can neither be escaped nor be harmful in 
the long run. They may actually be a 
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Feed the press with good copy, art and Champion paper, and out the other end 
comes sales ammunition that’s well on the way to becoming folding money. Printers profit because 
manufacturers like this form of selling for its effectiveness and economy, and retailers find their 
consumers respond to its fine appearance and factual information. Champion for over half a century 
has been providing printers and their customers with finer papers for better printing. Choose the 


Champion grade that best fits each job that is produced in your plant, and turn this paper into money. 


THE —— AND FIBRE COMPANY...HAMILTON, OHIO 


Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, 
bonds, envelope papers, tablet writing and papeterie . . . 2,000,000 pounds a day 
MILLS AT HAMILTON, OHIO... CANTON, N. C.... HOUSTON, TEXAS 
NEW YORK - CHICAGO - PHILADELPHIA - DETROIT + ST. LOUIS - CINCINNATI - ATLANTA * SAN FRANCISCO 
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good thing since they cause all of us to 
examine our mailing techniques to find 
ways of getting the most for the dollars 
we spend. 


From Lawrence G. Chait, The 
Wall Street Journal, 44 Broad 
Street, New York 4, N. Y. 


We are having no difficulty in obtaip- 
ing satisfactory service and an increasing 
quantity of supplies. 


This is the way we approach the prob- 
lem: 


1. Our mailing schedule is planned at 
least three months in advance, that is. 
our detailed schedule including lists, 
exact material to be employed, colors. 
type of business reply and outside en- 
velopes, etc. Our over-all schedule is 
planned one vear in advance, based upon 
our budget from which we derive our 
monthly gross mailing schedule for a full 
year. 


2. We spread our mailings over about 
45 weeks of the year. This serves two 
purposes. Firstly, we find that suppliers, 
when they are guaranteed a steady flow 
of work throughout the year, are willing 
to “talk turkey” with regard to prices. 
Secondly, this plan enables us to maintain 
a more efhcient flow through our Fulfill- 
ment Department of new subs and stops. 


3. Our purchases of paper, envelopes 
and other materials are made about six 
months in advance of delivery date. We 
find that plenty of paper is available if 
vou work on the basis of long-term 
delivery. As a matter of fact, we have 
recently succeeded in obtaining special. 
make paper sizes on this basis. 


The above may not provide the solution 
for anyone but us—but it certainlv has 
worked well here. 


From Boyce Morgan, Managing 
Director. The Kiplinger Wash- 
ington Agency, 1907 K Street. 
N. W., Washington 6. D.C. 


We haven’t been doing much to cut 
costs except to try to keep up the quality 
of our sales letters and folders. Of 
course, we are constantly testing and 
applying what we learn to improvements 
in our sales presentation. But this is a 
matter of routine and has been effective 
enough to increase our returns by 30-40% 
over the past several years. Moreover. 
they’re still holding up and have held up 
with gratifying consistency throughout 
the past year. 


Our costs, like those of every mailer, 
have gone up a good deal but as long 
as we can increase our percentage of 
returns, we can absorb the higher pro- 
duction and_ service costs without too 
much trouble. 


Nevertheless. I think the trend you 
mention is a cause for concern because 
when returns fall off, as they inevitably 
will sooner or later. these high fixed 
expenses for getting out a mailing will 
put plenty of mailers over a barrel. 


THE REPORTER 


Generally we have been getting pretty 
good service from list brokers and list 
owners, but we make allowances in all 
our scheduling for the inevitable delays 
and mishaps that have been common in 
the past few years. 


From C. A. Hemminger, Adver- 
tising Manager, Bankers Trust 
Company, 16 Wall Street, New 
York 5, N. Y. 


Bankers ‘Trust Company is not a mass 
banking institution. In other words, we 
carry a few comparatively large eggs in 
a comparatively small basket. Therefore 
our direct-by-mail problems are some- 
what different in character from those 
vou have in mind. 


Because we are selling what marketers 
call “insistence” merchandise in a thin, 
select market, we cannot cut corners on 
paper, composition, design, press work 
or binding. Therefore, the best we can 
do is to evaluate critically all ideas for 
mailings and to reject those which do not 
seem to be of top drawer quality. 


We try to make each mailing really 
important and wherever possible to in- 
clude personalized letters from officers 
who are in close touch with the recipients. 
We prune our lists carefully in order not 
to waste production § costs, time and 
postage. 


This technique is, of course, of value 
only to those who are_ seeking class 
patronage and I am therefore doubtful as 
to whether mv ideas will be of value to 
anyone who is out for mass patronage. 


Next. we'll give vou five letters 
which really get tough. We'll prob- 
ably be accused of needlessly “tramp- 
ing on toes” ... but I believe that 
the producers, suppliers and = labor 
leaders should know what the buyers 
of printing, the users of the mail, are 
thinking about. 


From T. J. McElroy, The Amer- 
ican Home, 55 Fifth Avenue. 
New York 3. N. Y. 


Spiralling costs in direct mail produc- 
tion and mailings have concerned me ex- 
ceedingly since my return from Naval 
service late in 1945. I found after a 
survey, that in New York printing costs 
had been boosted about 41% and mailing 
house charges had skyrocketed. more than 
116% over 1941 costs. List rental costs 
during that same period rose 20%. 


At the DMAA Convention in Chicago 
last October I outlined these facts to the 
meeting of the National Council of Mail- 
ing List Brokers with a plea that all of 
us in this direct mail business put our 
thoughts together to do something about 
it. I submitted the warning that these 
high costs might cut down mass mailings 
because profitable percentages would be 
out of reach for many mailers—the trafhe 
simply would not bear the rising costs. 


we 


Since that time I have not heard of 
any concerted action to reduce costs hav- 
ing been taken by any groups connected 
with the production and mailing of direct 
mail. Rather, costs seem to continue tu 
rise. Truly the goose that lays the golden 
egg is slowly being stifled. 


So now, action—perhaps serious action 
—is being taken by the mailers them- 
selves. It is too premature to disclose 
them at this time, but it is my guess that 
come next fall when the heavy mailing 
season is again on us, many in the pro- 
duction end of direct mail will find busi- 
ness rather slow. ‘The versatility of the 
creators of direct mail—the men and 
women whose very existence depends on 
successful selling by mail—will not let 
this now existing barrier stump them. 


From F. N. Merriam, Jr., Mana- 
ger of Subscription Promotion. 
McCall Corporation. 230 Park 
Avenue, New York 17. N. Y. 


I am convinced that the present high 
prices for paper, printing, lists, address- 
ing and other direct mail operations will 
bring about a smaller goose. That smaller 
goose will, of course, lay a smaller golden 
egg. 


It seems to me that to make the goose 
and the egg bigger we must look first for 
prompt adjustments in these directions 
particularly: 


1. Reduction in addressing cost, largely 
through greater mechanization. 


2. Reduction in list rentals (a) by owners 


of lists which are mechanized and 
(b) by owners of lists the pulling 
power of which fails to justify present 
rental prices. 


Improvement in list arrangement by 
maintaining a separate list for each 
class of name according to recency of 
sale and amount or kind of purchase. 
and in some cases according to method 
of sale. Many current lists do poorly 
only because poor names are mixed 
with better ones. 


If these improvements take place, the 
direct mail goose and her egg should 
retain highly respectable sizes. Because 
direct mail is so effective if properly used, 
it seems inconceivable that current in- 
creased costs could reduce permanently 
the volume of direct mail. Direct mail 
if properly used is too important, too 
useful, too effective ever to grow too 
small. 


From C. E. Woodward. Assistant 
Manager, American Metal Hose 
Branch, The American Brass 
Company. Waterbury 88. Con- 
necticut. 


We had already adopted some of the 
suggestions outlined in your article on 
“How to Cut Production Costs” of direct 
mail promotion. 


For instance, rather than meter our 
envelopes from now on, we are going 


o 





to print the postage indicia at the same 
time that we imprint our corner card. 
This will be done by the envelope manu- 
facturer and will result in a saving of 
roughly $1.80 per “M”. When vou con- 
sider that we will be mailing something 
around 300,000 circulars this year, this 
is an operation that starts to save money. 
(Ed. note: Better test to see if reduced 
returns eat up your saving.) 


Another thing we are going to do is 
insert the mailing pieces and other parts 
of the campaign into the envelopes our- 
selves. Formerly we have had this done 
by a mailing service and we find that 
actually we can do it considerably cheaper 
since they have bumped the rates. We 
have anticipated our envelope needs and 
ordered the entire 1947 requirements at 
one time. 


Frankly, we have been alarmed at the 
rapidly increasing cost of direct mail 
promotion and expressed our thoughts 
in a letter to our advertising printer in 
which we commented very forcibly that 
in our opinion, direct mail was in for a 
real slump unless something could be 
done promptly to reduce costs and make 
the proposition more profitable. We don’t 
believe, however, that the blame is en- 
tirely the fault of the printers. The 
paper costs have gone all out of reason 
while the quality has consistently drop- 
ped. In our estimation, it is indeed a 
false economy to believe that we can 
continue to print direct mail work on 
inferior paper with inferior results merely 
to keep the costs down. We were always 
proud of the quality of our direct mail 
and one of the things that kept it good 
was the fact that we used excellent 
grades of coated paper and never “spared 
the horses” when it came to full use of 
color and large illustrations with bleed. 
Now, however, the cost of all of these 
things is skyrocketing to such an extent 
that first vou find yourself trying to cut 
the size of the circular; next to eliminate 
a color; then perhaps to re-use some 
plates you used a couple of years ago 
and all of this adds up to what we feel is 
a bad job of direct mail advertising. The 
advertising managers of today must still 
carry on a reasonable amount of adver- 
tising in trade journals and they too have 
bumped their rates. For instance, this 
vear with a 25% increase in our budget, 
we have had to drop four trade publica- 
tions and plan to do less direct mail than 
we did in 1946. 


We had an example in 1946 that may 
interest you and it is illustrative of this 
whole problem. In running roughly a 
quarter of a million trade paper inserts, 
we found that the increase between one 
which we ran in February and one which 
we ran in October was 33'3% higher. 
On checking the entire list of details, we 
found among other things that the ink 
alone for the second insert was $300.00 
more than it had been on the first despite 
the fact that we had used very littie 
more color area in the second than we did 
in the first. The paper on the same job 
jumped about 25% and the plates were 
just about as bad. 


6 


All of the above is in consideration of 
the fact that you never can be sure of 
meeting schedules any more because you 
don’t know whether or not the paper 
supplier is going to be able to come 
through on time to the printer and this 
makes for real difficulties especially when 
you have made plans to handle mailings 
within certain periods and when you 
have dates with trade paper publishers 
to furnish inserts. These shortcomings 
have resulted at times in the necessity of 
split runs which has been a very decided 
factor in increased costs. We are looking 
forward like everyone else to the return 
to normalcy. (Ed. note: if that is pos- 
sible.) 


From Norman L. Klages, Adver- 
tising Manager, Reliance Life 
Insurance Company of Pitts- 
burgh, Pennsylvania. 


Production costs have been a very real 
problem in our direct mail advertising 
during the past few years especially since 
we are mailing about ten times as many 
letters as in 1943. 


For eighteen years we provided our 
salesmen with a direct mail service built 
around highly personalized letters. Three 
years ago the plan was dragging—its 
popularity was on the wane so we re- 
designed the whole plan and began to 
promote its use. When the number of 
letters’ used doubled, tripled and then 
quadrupled in the first year our costs 
began to exceed our budget. We in- 
creased our budget but soon we were 
mailing five, six, then seven times as 
many letters. On top of this the unit cost 
of production was steadily mounting. 


We estimate that production costs to- 
day are about 42% over prices we would 
have paid in 1940. Rising prices far 
surpassed any economy we may have 
effected through buying in larger quan- 
tity. 


Through practicing every economy 
without visibly cheapening our mailings 
we are today sending ten times as many 
letters as in 1943 at only three times the 
cost. 


There are many things we did to lower 
cost. Here are a few: 


1. Reduced letters from standard size to 
Monarch size. This resulted in a 
small savings in the cost of bond 
paper. 


2. Used less expensive paper but dressed 
it up with better printed letterhead. 


3. Used multigraphed text with careful 
fill-in instead of automatic typewriters. 
Volume of letters handled has _ in- 
creased 1000% with only one extra 
emplovee. 


4+. Bought adequate supplies at one time 
instead of frequent reorders. We thus 
gained through quantity prices. 


5. Threw out about half the record 
keeping and filing and gave the em- 








ployees more time for production. 
Example: Instead of handling thous- 
ands of small charges to our agents 
for service we now charge a flat fee 
in advance reducing the bookkeeping 
work to half. 


6. Discontinued four-page illustrated let- 


ters in favor of a letter and a booklet. 
The four-page letters required fairly 
heavy stock and were hard to handle 
in the typewriters and in folding. 


7. Expensive brochures and other costly 
material used to sell our direct mail 
advertising to our salesmen was dis- 
continued. We find that practical 
messages simply and frequently pre- 
sented are just as effective as ela- 
borately illustrated pieces in merchan- 
dising our service to our own organ- 
ization. 


Lowering costs of direct mail produc- 
tion has been a real job. A list of all the 
little short cuts we have taken would 
be as long as your arm. We are pleased 
with the results achieved but we’ve about 
reached the end of our string. We will 
not reduce the quality appearance of our 
direct mail below its present level. Any 
further increases in production costs 
would squeeze out the narrow margin 
of profit in our direct mail advertising. 


From George Pfeiffer, 3rd, Cir- 
culation Manager, MHarper’s 
Magazine, 49 East 33rd Street, 
New York 16, N. Y. 


I grant that if mailing costs continue to 
go up, the goose will be killed and well 
cooked for both the lettershops and the 
mailers. I can fully sympathize with 
the lettershops and their problems with 
labor and materials, but I think that all 
up and down the line there is too much 
inclination to operate on a_ percentage 
basis applied to initial costs. If they paid 
less attention to this old formula and 
were more realistic in relating the final 
profits to increased volume, they would 
be able to turn out mailings with less 
margin of profit but would make out 
better at the end of the year than they 
had previously. 


I wonder if they do not forget that the 
old formulae for establishing prices in- 
cluded frequently idle machines, higher 
selling costs, and more bad debts. Isn’t 
it in part like the apartment house owners 
who cite their increased operating costs 
as justification for higher rentals, with- 
out pointing out that the 100% occupancy 
they now have more than makes up for 
the increased costs above the time when 
they had only 60 to 70% occupancy? 


Undoubtedly all of the customers are 
trying to reduce costs, and it may be that 
the lettershops who really help them do 
it will wind up in a much more favor- 
able position in the future. 


Even the Post Office is being be- 
labored for its slow handling of third 
class mail as evidenced by the follow- 
ing letter. 


THE REPORTER 
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MERCURY-LITH ROLLERS for Multilith printing machines | 

Let these rollers speak for themselves on your press! 
See how they improve the jobs you run — provide 
sharper contrasts, better graduations in halftones, 
cleaner impressions. Watch how they cut down on 
paper spoilage and time spent on press adjustment. 


MERCURY-LITH BLANKETS for Multilith printing machines 

There are thousands of extra impressions in this 
blanket! They are super durable because they are 
built to the same standards as the blankets we make 
for the world’s largest lithograph color presses. 


MERCURY-GRAPH ROLLERS for Multigraph duplicating 
machines 


COMPARE this roller with any other you have ever 
used! Discover for yourself the convenience of these 
deluxe rollers — and the amazing improvement they 

make in reproduction. 
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From F. C. Himmelman, Mana- 
ger, Dealer’s Sales Promotion 
Department, GM Photographic 
Section, General Motors Cor- 
poration, 3044 West Grand 
Boulevard, Detroit 2, Michigar. 


The writer believes the users of direct 
mail have a legitimate “beef” with the 
postal authorities on the abnormal slow- 
ness of delivery of third class mail under 
permit of Sec. 562 P.L.& R. 


We address and mail over 100,000 
pieces of direct mail for over nine 
thousand General Motors car dealers 
every day—six days a week, working twe 
shifts everv twenty-four hours. 


General Motors dealers have proved 
to me that mail dropped in Detroit has 
taken over three weeks to travel and be 
delivered in Denver, Colorado. Unfor- 
tunately, this particular case involves use 
of a list that did not have postal zones 
on it. This is being remedied at once 
Tell me, if in your opinion, lists should 
b= postal zoned and what differential 
there is in deliverv time between those 
that are and those that are not. 


However. be that as it may, we sell our 
campaigns to dealers on the promise that 
third class mail can and does travel in 
at least half the davs it is taking at this 
time. ‘The abnormal slowness seems to 
be something quite recent. Our exper- 
ience has been, up to now, that Sec. 562 
P.L.& R. one-cent permit mail dropped 
here for the far points like Portland. 
Oregon or Texas towns, travels and is 
delivered in about ten days. 


We have upwards of three millior 
names on addressograph plates and we 
use each dealer’s list at least once a 
month for a full year. What can you 
tell me about labels and ditto duplicating 
of them to speed up addressing? (Ed. 
pote: Can't get into that subject in tdis 
report.) 

Your article “How to Cut Production 
Costs” in the current issue of The Re- 
portcr is solid meat for an operation like 
this. We create, design, print, imprint, 
address, and mail under one roof and 
our total production of 1947 pieces will 
be in excess of forty million, most of it 
four-color process and most of it, self- 
contained mailers. 


Please let me hear from you on the 
slowness of post office handling of third 
class and what we should do about it. 
We guarantee a dealer to mail his 
month’s selection on a certain day of the 
month and we are being thrown away 
off by the post ofhce handling. 


And now we come to a letter which 
1 am allowed to print only on my 
promise not to reveal the name of 
the writer. I don’t like such letters 
usually . .. but in this case I under- 
stand the reasons. I can also vouch 
for the fact that the writer is actuallv 
a very large purchaser and user of 
Direct Mail. I know that he is 
shifting his sources of supply rapidly. 


$ 


Here’s the letter. 


Knowing full well that despite rising 
costs, bids on printing jobs are so incon- 
sistent, from the highest to the lowest, 
we are once more “shopping around” for 
printing jobs. To date our policy, wher- 
ever possible and practical, has been to 
stick to relatively a small number of 
suppliers. However, despite the benefits 
to us in service and delivery, the increase 
in current prices has not justified our 
sticking to these dependable oid suppliers. 


Having the opportunity of comparing 
prices within our own organization in 
two different large cities, we have found 
it necessary to shift our purchasing of 
printing to the city in which we do the 
largest volume of buying and _ which 
commands for us a reduced price in en- 
gravings, printing production, as well as 
greater paper availability and lower 
cost. 


As a result of this move secondary 
suppliers, such as letter shops, silk screen 
houses, etc., will suffer because shipping 
costs might eat up the savings accom- 
plished by printing in another city. 


While the beauty of direct mail may 
be the fact that jobs may be adjusted 
to fit the budget, nevertheless we will 
not make this adjustment at the expense 
of the quality of our work. Therefore, 
since the budget is never too flexible, in 
order to cut costs we have eliminated 
certain projects which, given a more 
normal price situation, would definitely 
have gone into work. 


We have standardized runs so that 
multiple jobs are worked out at one time 
wherever possible. In one case by such 
standardization we have cut our pro- 
duction costs in half, while at the same 
time maintaining the personalized charac- 
ter of the mailing. And this story will 
serve best to demonstrate how much the 
printers are contributing to killing the 
proverbial goose, for we specifically re- 
quested means of reducing costs on this 
job from the printer who had done it 
five separate times, and never received 
any suggestion until we ourselves worked 
out a very simple means. This really 
should have been immediately evident to 
the printer, and as a result of their 
shortsightedness the job will no longer 
be available to them. 


It seems to me that while most retail 
trades have intelligently begun a con- 
certed plan of adjusting prices to an 
equitable as well as profitable level rather 
than be panicked into it by a falling 
market, the printing trades are all out 
with an inflationary spiral that must 
eventually end like a roller coaster. What 
goes up must come down. 


In rebuttal to the above letter, I 
should quote part of a message from 
Kenneth B. Haynes of the Haynes 
Lithograph Company, 1140 East- 
West Highway, Silver Spring, Marv- 
land. 

Concerning your article in the De- 
cember Reporter on page 7, entitled 


“How to cut production cost,” your adver- 
tising dollar can go further in the litho- 
graphic field if the purchasers of direct 
mail literature would consult either 
lithographic counselors or salesmen before 
designing their pieces. Better use of 
color and types of paper can be used if 
the above is followed. 


We believe that the cost of a job of 
printing or lithography can be reduced 
25% to 50% if the purchasers would 
follow the above recommendation. 


‘That should be enough letters for 
this issue. “They should convince you 
that the Direct Mail situation is 
just as confused as the illustration on 
our cover. But don’t think for a 
minute that this reporter considers 
the situation hopeless . . . or that we 
are selling Direct Mail short. We 
agree with the disagreement editoria! 
written by Hubert Foster and print- 
ed in the last issue of Mead’s “Better 
Impressions.” That editorial deserves 
wide circulation. We’ll help. 


If costs of printing continue to mount, 
some advertisers are predicting, the en- 
tire structure of direct and direct-mail 
advertising will collapse and direct 
and direct-mail advertising, instead of re- 
maining essential media of advertising 
for manv, will become luxury media for 
a few. 


We disagree. 


We disagree because direct and direct- 
mail advertising are as firmly entrenched 
in the field of printed selling, and in its 
economics. as newspaper and magazine 
advertising, both of which are similarly 
affected by the costs of printing. 


Similarly, therefore, it might be pre- 
dicted that the entire structure of news- 
paper and magazine advertising will col- 
lapse ... that newspaper and magazine 
advertising, instead of remaining primary 
media of advertising, will become secon- 
dary. 


But why stop there? Why not follow 
this thing to its full conclusion? Why 
not predict that the entire structure of 
printing and publishing, America’s fifth 
largest industry, will collapse? 


Clearly, then, we can arrive at the 
final and most momentous prediction of 
all: The collapse of the entire structure 
of America’s svstem of free enterprise! 


We don’t condone rising costs. We em- 
brace no philosophy of laissez faire in 
respect to inflation. We think it obvious 
that wage increases must result in price 
increases until the output of men and 
machines is increased sufficiently to re- 
duce those prices. But we insist that the 
rising costs of printing are not, of them- 
selves, enough to destroy printed adver- 
tising. 

Because the need of printed advertising 
is of paramount importance in the nation’s 
post-war economy and because this 
need can only increase as America con- 
cludes its bickering and bargaining and 
gets down to work. 
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OUT ON A LIMB ... you say? New products popping every 


day—a rush to get them on the market. Book- 
lets, brochures from Bobby’s press will help 
to straighten out the mess. Bobby’s experi- 
ence? Gained thru just such men as you, giv- 
ing him tough jobs to do. So load it on—you’re 
safe with Bob—’tho perched in the highest 
branches. For topnotch work turned out on 


time, you'll find he has the answers. 


FOR CLARITY, COLOR AND CONSISTENT QUALITY 


HAYNES LITHOGRAPH COMPANY, INC. 


1140 East-West Highway Silver Spring, Maryland 
NEW YORK OFFICE, 424 Madison Ave., Plaza 8-2740 * ATLANTA OFFICE, 501 Hass-Howell Bldg., Cypress 4273 
( 








BALTIMORE OFFICE. 1605 Court Square Blidq., Plaza 6074 





And need can break iron. 


Since the inception of direct and direct- 
mail advertising, the cost of these media 
have been indicated and controlled—not 
by the copy writer, the artist, the typo- 
grapher, the engraver, the electrotyper, 
the paper manutacturer, the ink maker, 
the printer, the lithographer, and the 
binder, but by the advertiser. 


He it is who decides how much he will 
spend for whatever media he requires. 


He it is who has the choice of planning 
simply and buying within his budget, or 
of planning lavishly and imposing infla- 
tion on himself. 


He it is who can say to his advertising 
manager, his agency or his printer: “We 
need a new catalog. The old one cost 
us $20,000. Spend no more than that for 
the new one—rising costs or no rising 
costs.” 


And what does the advertising mana- 
ger, the agency or his printer do? They 
plan a catalog to cost no more than 
$20,000 . . . tor direct and direct-mail 
are that kind of advertising media— 
Hexible enough to meet the limitations of 
any budget, versatile enough to withstand 
the tide of rising costs. 


Their future is assured. 


HUBERT S. FOSTER 


Of course, editorializing won’t cure 
the situation. Very definite action 
is needed .. . and quickly . . . by the 
producers, the users, and yes . . . the 
unions. 


Here are some of the steps we 
recommend: 


1. The Users, through the Direct 
Mail Advertising Association, or their 
various advertising groups, should 
study all possible methods of cutting 
corners without decreasing effective- 
ness. 


Some of the steps:—Better list 
control; more mechanized address- 
ing; gang runs on standard supplies, 
such as stationery, invoices, order 
forms; planning ahead on purchasing ; 
more handling ot otherwise expensive 
mailing details in the users’ own estab- 
lishments; substitution of more eco- 
nomical processes or methods; more 
concentration on personal or person: 
alized letters to the top customers, 
etc., etc. 


‘There are innumerable ways to 
ettect economies. Concerning the kick 
from General Motors, for example, 
there is absolutely no excuse for not 
having your list zoned. Zoning 1s 
here to stay. It speeds the mails. 
Advertisers will just have to learn 
to work and cooperate more closely 
with the Post Oftice workers .. . as 
well as their producers and suppliers. 
Users, too, will have to train their 
own employees to have a better appre- 
ciation and knowledge of Direct Mail 
details. 


2. The Producers (printers and 
lettershops) must appreciate the atti- 
tude and the problems of their cus- 
tomers. ‘They must fight, through 
their associations and in their own 
plants, to stop the trend that may 
kill the golden-egg laying goose. 


The producers may be jammed to 
the gills with work today .. . but 
next fall, next year, may be a dif- 
ferent story. The smart producer will 
help his customers to cut the cloth 
to fit the budget. The smart pro- 
ducer will not oppose sane economies 
on the part of his customers. ‘The 
producers, also, should endeavor to 
give their employees a better idea of 
what’s done with the stuff they pro- 


fiduce. ‘Lhe old oomph seems to have 


gone out of many of the mechanical 
workers in the printing and letter- 
shop business. Upset minds, maybe. 
But there’s a job to be done... . and 
it can be done. The Producers must 
study the possibilities of eliminating 
waste in their own plants. ‘They 
should not burden their customers 
with their wastes. Neither should 
they stuff their charges beyond their 
own increased costs. 


3. The Unions have a responsi- 
bility too. ‘The leaders better study 
this report . . . and other reports of 
customer reactions which are easily 
available. It is granted that workers 
need a good living wage, but too 
often, the bickering over extraneous 
demands have lowered quality, re- 
duced work output and increased the 
don’t-give-a-damn attitude on the 
part of the workers. So I say to the 
Union leaders, in all kindness, that 
in addition to your wage increases... 
vou should urge your members to 
study the business of which they are 
a part. Let them try to get the old 
feeling that they are not simply lock- 
ing up a form or running a press or 
addressing envelopes they are 
helping to sell goods . they are 
helping to keep secure the country 
which has given them so much. 


So... the solution may be simple. 
All this hullabaloo may be good for 
Direct Mail. We need in Direct 
Mail a three-point training program 
on how to do things better. The three 
groups: (1) Buyers or Users of the 
Mail (2) Producers and (3) Labor 
(or employees) can and must learn 
how to make the advertising dollar 
do a better job. That’s the way to 
cut costs. 





FINAL REPORT ON THE 
VETERANS DISCHARGE 
EMBLEM 


Here is part of a letter written 
December 30, 1946 by Vernon R. 
Churchill, President of the Adver- 
tising Association of the West. 530 
Monadnock Building, San Francisco 
5, California. 


Dear Mr. Hoke: 


After you wrote me your letter of 
August 15th, relative to the Mickelson 
claim of copyright on the veterans dis- 
charge emblem, I put the matter in the 
hands of the Oregon Advertising Club 
for investigation. A special committee of 
the club aided by the club attorney went 
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to work on the matter. The committee 
proceeded carefully and through force 
of circumstances somewhat slowly. There 
were a number of conferences with Mick- 
elson and his attorneys, as well as some 
outside investigation. 


A few days ago the attorney for the 
Oregon Advertising Club received a let- 
ter from the attorneys for Mr. Mickel- 
son in which it was specifically stated that 
Mickelson had a copyright only on the 
design of the honorable discharge em- 
blem as shown on an attached photostat. 
(An adaption of original design.) As a 
result of this admission, the attorney for 
the Oregon Advertising Club states: 


“My opinion is that Mr. Mickelson has 
secured a copyright to a design of the 
servicemen’s honorable discharge button. 
but that Mr. Mickelson’s design is not 


the official servicemen’s discharge button. 
Mr. Mickelson only has a copyright for 
the specific design copyrighted by him. 
Therefore, it is perfectly permissible for 
any advertiser to use a picture of the 
othcial servicemen’s discharge button.” 


It would, therefore, appear that in 
clearing up this matter, the opinion ren- 
dered the Oregon Advertising Club in 
behalf of the Advertising Association of 
the West substantiates the conclusion 
which you reached in your press release 


of August 30th. 


Reporter's Note: The case is closed 

. and we can forget about it. The 
Veterans Discharge Emblem design 
is not copyrighted. No one can col- 
lect a royalty for its use. 
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Our old friend, Sam Pace, before 
the war a mid-western spark plug for 
Strathmore Paper Company, has now 
turned up in Dallas, Texas. He's 
loing a promotion job for the Ameri- 
‘an Airlines office there. Travels 
iround a lot through the southwest, 
ut is always glad to get in contact 
vith visiting Direct Mail folks. 


Howard Hovde, formerly of Uni- 
ersity of Pennsylvania and Depart- 
nent of Commerce, has at long last 
-eturned from his Belgium-Paris- 
\War-State-Department duties and is 
now Executive Director of the 
National Wall Paper Wholesalers’ 
\ssociation, with headquarters in 
Philadelphia at 1421 Chestnut Street. 


We are beginning to see more 
examples of clever birth announce- 
ments. Mr. and Mrs. Edgar P. H. 
Jimmy) James of the Mutual 
Broadcasting Company, announce the 
irrival of their second baby with an 
imitation ticket to a Mutual broad- 
cast in the ‘“‘Mutual Admiration 
Theatre”. Title of the broadcast, 
“One Man’s Family Faces Life,— 
Second Installment of a Serial Fea- 
turing Christopher Charles James.” 
Other spots of copy on the ticket told 
the details. 


Briant Sando, General Sales Direc- 
tor of the Courier-Journal Job Print- 
ing Company, was recently elected 
President of the Advertising Club of 
Louisville, Kentucky. He was for- 
merly active in New York Direct 
\[ail affairs while connected with El- 
mer Wheeler. Before that, Briant 
was President of the Advertising 
Club of Indianapolis. 


Our old friend, Dr. Lawrence C. 
Lockley, former professor of market- 
ing at Temple University and recently 
manager of the Market Research 
Division of E. I. du Pont de Nemours 
ind Company, also author of the book 
“Principles of Effective Letter Writ- 
ing’ has been appointed Professor of 
Retailing and Director of Research 
for the New York University School 
of Retailing. He will make his home 
at 652 Timpson Street. Pelham 
Manor, New York. 
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Does your letterhead say 
“Behind the Times’? 


Send for this free book... 


Does your letterhead command respect, lend 
conviction to its message, or is it—frankly— 
a business liability? 

With the revival of normal peacetime com- 
petition, maybe you should consider improving 
your letterhead, giving it the snap and attrac- Sun 
tiveness you would want in any other repre- 2 
sentative of your business. If so, send for 
Hammermill’s newest management-idea book, 
““Your Next Letterhead.”? It gives the exact 
guidance you need— 26 examples of good 
design—a real “‘show how’? book. Mail the 
coupon. No obligation 





Good paper is a requisite for a good letterhead, but it need not be on extravagantly 
expensive paper. Hammermill Bond provides suitable quality at moderate cost. 


Selel Gi wel mad. i3 Spree Sy Se WATERMARK --- IT IS HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 


Hammermill Paper Company, 1621 East Lake Road, Erie, 


Please send me—free—a copy of “YOUR NEXT LETTERHEAD.” 


Name 


Position _ a Ce eee I eA Sete 
(Please write on, or attach to, vour business letterhead) 











The most important piece of Postal 
news in many a month was announced 
by Gael Sullivan, Second Assistant 
Postmaster General, on January 26th. 
He described a new “Air Letter” 
similar to V-Mail, which can be sent 
anywhere in the world outside the 
United States for only 10 cents. 


If everything goes according to 
schedule, “Air Letters” will appeaz 
about the middle of February and 
will offer a terrific boon to any busi- 
ness organization doing a direct mail 
job to foreign countries. ‘The ‘‘Let- 
ter” is particularly adapted for print- 
ing or processing in quantity and has 
none of the “‘fussiness” of the old V- 
Mail form. 


Besides being easy to use, not only 
in quantity but also for individual 
business or personal correspondence, 
the ‘‘Letter” provides complete pri- 
vacy for the message . . . and more 
than enough room for all but the 
longest copy. The writing space will 
measure 7 x 12 inches and three folds 
will make it look like an ordinary 
business envelope. 


One great advantage of the “Air 
Letter” will be in its economy. Sav- 
ings of as much as 15 cents a letter 
can be effected on correspondence 
to places like Cairo, Sydney and 
Shanghai, while there will be a sav- 
ings of 5 cents on letters to London, 
Paris and Berlin. 


“Air Letters” will be sold, com- 
plete with imprinted postage for ap- 
proximately $1.05 for a package of 
ten by the Post Office, while station- 
ery, drug and department stores will 
carry them unstamped in both large 
package and pad form. 


According to Mr. Sullivan there 
is no doubt about “Air Letters” pay- 
ing for themselves. He even thinks 
they might be successful domestically 
ata4cent rate. We think so too... 
but before they can be used in this 
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Playing 
POST OFFICE 


By: EDWARD N. MAYER, JR. 


country at that rate, Congress would 
have to pass special legislation. At 
the present moment that doesn’t look 
like too much of a possibility!! 

* * * 


Speaking of Congress and postal 
rates, you can look forward to some 
rate changes in the not too distant 
tuture. The President’s budget mes- 
save asking for increased, rates to 
make up the projected Post Office loss 
of $350,000,000 during the coming 
vear was practically a directive to 
Post Office officials to recommend a 
new rate structure. Just what new 
rates will be recommended and what 
Congress will do about them remains 
to be seen. We'll report as soon as 
we have anv definite information. . . 
but don’t expect the rates to go down 
... they’re going up .. . just how far 
makes for a guessing game that we 
won't play at this time. 

* - * 


[f you can use two little pamphlets 
about Air Mail rates, rules and regu- 
lations (and who can’t?) they’re free 
for the asking. A_ six-page folder 
called ‘“Air-Mail Information’ has 
been issued by the Post Office and is 
available from your local postmaster. 
This folder is doubly interesting for 
ui addition to the valuable informa- 
tion it contains, you may be surprised 
to find that the Post Office has, at 
least in this particular case, gotten 
away from the usual “grim gray gov- 
ernment” printing and issued a really 
attractive piece. 


‘The second pamphlet is called “Use 
Air Mail” and is available from the 
‘Tension Envelope Corporation of 
Kansas City. As usual, this company 
has done a fine job on content. format 
and design. (Get these two booklets 

. thev’re really worthwhile! 
* * * 


Maybe Order #33584 wiil help 
vou get the information you really 
want when your mail is returned for 









incorrect address. At any rate here’s 


the order and if your returned 
mail is not handled in accordance 
with its provisions you'll be very 
foolish if you don’t complain to your 
postmaster. 


“The first paragraph of section 806, 
Postal Laws and Regulations of 1940, as 
amended, is further amended to read as 
follows: 


“806. Upon every undelivered article 
of mail matter shall be endorsed or 
stamped the reason for nondelivery, using 
a term that is applicable and easily un- 
derstood, such as: “‘“Moved—no address,” 
“Unknown at address,” “No such num- 
ber,” “No such street,’ “Refused,” “De- 
ceased,” “Firm dissolved—no order,” “In 
dispute,” “House quarantined,” or such 
other term as clearly explains the failure 
of delivery; and when no other reason 
can be ascertained the matter should be 
endorsed “Unclaimed.” At ofhces having 
city or village delivery service, mail 
properly distributed to a carrier, but 
which he is unable to deliver, shall be 
endorsed by the carrier with the correct 
reason for non-delivery and the endorse- 
ment shall include the initials of the 
carrier and the number of the route 
served by him. In endorsing or stamping 
undelivered matter the original address 
or postmark shall not be defaced or 
obscured.” 





We've been fortunate enough to 
hear every now and then from George 
FitzPatrick of Sydney, Australia. 
Some of his comments on Post Office 
rules and regulations, both in his 
country and ours, have been quoted 
here. Now we want to quote part 
of a recent letter even though it has 
nothing whatever to do with the Post 
Office. 


“Things are very troubled in Australia 
as in America. The employees are de- 
manding more and more and the employ- 
ers want to give less and less. All of us 
Edward, should give rather than get and 
none of us can continue to get without 
giving. I literally believe that we have 
got to get back to the principle of the 
Sermon on the Mount to ensure any last- 
ing peace either nationally or interna- 
tionally.” 

* * 


Here’s an excerpt from a recent 
Postal Bulletin that may keep you out 
of trouble if you use or plan to use 
reply envelopes bearing Postage Me- 
ter impressions : 


“Preparation of Reply Envelopes 
Bearing Prepaid Postage 
Meter Impressions 


“The Department has advised that 
reply envelopes bearing postage meter 
impressions are being distributed by the 
users of such meters notwithstanding the 
envelopes are not prepared in accordance 
with the conditions under which this 
privilege may be exercised. 
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“Attention is called to the fact that the 
address on the reply envelope or card, 
as well as the words ‘No Postage Stamp 
Necessary—Postage has been Prepaid 
by’ must be printed and cannot be type- 
written. Also, the name of the town and 
the state used on the envelope or card 
must be the same as that appearing in 
the meter impression. 


“Postage payable by meter impressions 
on reply envelopes or cards must have the 
metered indicia made directly on _ the 
envelope or card. Metered indicia printed 
on a separate label or sticker is not 
permissible. 

“The general conditions under which 
permit holders may furnish reply enve- 
lopes and reply cards on which the 
return postage is paid by means of im- 
pressions printed thereon by their meters, 
are as follows: 

“(a) The usual meter impression in- 
cluding name of Post Office and State, 
date when metered, etc., must be printed 
in the upper right corner of each envelope 
in the customary place. The impressions 
may be printed by single-, multi-, or omni- 
denomination meters. Space may be pro- 
vided in the upper left corner of the 
address side for the return card of the 
user of the envelope.” 


Wartime shortages are really com- 
ing to an end. Increased production 
at the government Stamped Envelope 
factory now puts the Post Office in a 
position to furnish several varieties 
of stamped envelopes that haven’t 
been available in years. Here’s the 
list . . . maybe you can use some of 
them. 


|. Sizes No. 7 and 9—3 cents, both 
standard and extra, printed and 
unprinted, white only. 


a 


2. Sizes No. 5, 8 and 13—1 cent pre- 
canceled, standard and window, 
printed and unprinted, white only. 


3. Size No. 8—S cent air mail, print- 
ed and unprinted, white only. 


BASIC INFORMATION 
SERVICE 


The Department of Commerce 
(Inquiry Reference Service) has just 
released a ten page pamphlet on 
“Direct Mail Advertising.” Lists the 
governmental publications, the Fed- 
eral ‘Trade Commission reports, non- 
governmental publications, including 
books and magazines, directories and 
associations covering the Direct Mail 
field. Copies can be obtained by writ- 
ing to the Division of Printing Serv- 
ices, U.S. Department of Commerce, 


Washington 25, D.C. 
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“e AT A COST SO LOW IT’S HARD TO BELIEVE _ SS 


For jobs where you want the 
good appearance and variety 
of type-set copy—but where 
economy and profit are also 
import ant—nothing even 
compares with VARI-TYPER*! 
VARI-TYPER is the only 
composing machine on which 
you can set type in more 
than 300 faces, from5 to 18 point, using 
a letter keyboard that’s just the same 
as the one on a typewriter! And you 
can change from one type*font to any 
@ DAILIES other in just a second or two! 
Copy that is unrolled from the 





VARI-TYPER is used 
profitably by many: 


° WEEKLIES VARI-TYPER is reproduction copy—clean 
@ MAGAZINES and sharp. . .with automatically justified 

margins...with any desired horizontal 
© MANUFACTURERS or vertical spacing...display and 


@ DIRECT MAIL HOUSES bold or highly condensed. .. ready for 
offset, Mimeograph, or Ditto! 
Just think of what you gain with 


For composition of a VARI-TYPER. A complete variety of 
attractive inexpen- printed effects, ready quickly without 
sive: delays, bringing profits and savings 


that often average 50% of the cost of 
@ PROMOTION BOOKLETS ~~ the entire job! It’s the most profitable 
equipment in many plants and offices! 


® SALES LETTERS ‘ 
Arrange for a free demonstration of 


@ PRESENTATIONS this compact, inexpensive machine at 
our own office or plant...send for a 
@ MA STUDIES deer ; 
Sewer variety of VARI-TYPED samples...write 
@ REPORTS today to DEPT. R-1, Ralph C. Coxhead 
* epneeemnene Corp., 333 Avenue of the Americas, New 
York 14, N.Y. 
© TABULAR MATTER | | 
“Reg. U.S. Pat. Off. & foreign countries 
© FORMS, RECORDS Marca Registrada Marca — 
Text set by VARI-TYPER in 
© HOUSE ORGANS the Bodoni Book series. 
@® MANUALS 
® RATE CARDS 
@ AND HUNDREDS OF 


OTHER JOBS! 





Composing Machine 


RALPH C. COXHEAD CORPORATION 


333 AVENUE OF THE AMERICAS, NEW YORK 14, N.Y, 










Direct Mail Testing 


On 


Reporter’s Note: Concerned as we 
have been lately with the subject of 
rising printing costs, our spirits were 
raised considerably on reading a re- 
port just sent to us by H. M. Wiesen- 
feld of the “little joe’ Wiesenfeld 
Company, Baltimore, Maryland. This 
report was made by Harry Boyd 
Brown, President, Good House Stores 
of Philadelphia and formerly national 
merchandise manager of the Philco 
Corporation. It appeared originally 
in the January 6th issue of “Retailing 
Home Furnishings.” It is so good that 
we reprint it word for word and make 
no apologies for the lifting. Maybe 
Harry Brown should come to the next 
DMAA Convention and tell us all 
how to make our Direct Mail Dollar 
stretch. 














Direct Mail Ads Spur Sales of 
Room Coolers in Off-Season 


Phila. Chain Sets Up Program of 
Building Volume Without Benefit of 
Newspaper Drives or Radio Programs 


Selling room coolers in the middle 
of winter, merchandising new appli- 
ances without benefit of any special 
newspaper campaigns or radio pro- 
grams, building volume sales with 
low-cost promotions and originating 
and pre-testing advertising copy are 
some of the special activities now m 
process or already completed by the 
(Jood House chain of appliance stores 
in metropolitan Philadelphia. 


We are going to tell about some of 
these activities here, for it is our 
regular plan to make available to 
others the results of any profitable 
promotions we may create. This is 
our first report on the Good House 
experimental sales promotion — lab- 
oratory, a special division in our 
organization, and it is just a sample 
of the many promotions that are al- 
ready being planned for the months 
ahead. 


In making this report now we are 
going to tell about campaigns that 
were definitely limited in size—that 
included expenditures of only hun- 
dreds of dollars, not thousands of 
dollars. 


That’s a particular feature of our 
promotions. We make tests on very 
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A Small Scale 


small budgets—and we are not in- 
terested in spending big sums or in 
having manufacturers spend big sums 
until we have proved that a promo- 
tion is profitable. Once a promotion 
is tested and proved, then it is simply 
a matter of multiplication to increase 
the advertising expense, the sales and 
the profits. 


For example, one week last Feb- 
ruary, with the temperature close to 
zero, the mailman dumped on our 
Good House sales manager’s desk the 
names of 200 doctors who were in- 
terested in buying right then—-in the 
middle of winter—one or more port- 
able air conditioners at $389 each. 
We had 94 to sell. We spent exactly 
$265 to get the 200 physicians to 
mail us prepaid postcards, while we 
had another 40 phone calls from 
doctors who also wanted to buy room 
coolers in February. 


In other words, at a cost of $1.10 
per inquiry, and by the comparatively 
simple process of mailing 2,000 let- 
ters, we received more than twice 
as many good prospects as we needed 
to sell the 94 factory rebuilt air con- 
ditioners we had available. 


It isn’t every day that $265 will 
quickly produce $35,000 worth of 
business in an off-season. And it isn’t 
just any letter that produces such 
profitable results. 


But that’s the specialty we like to 
feature—letters that will sell fast- 
est the largest number of major ap- 
pliances with the lowest possible 
advertising expense. 


Our advertising department is in- 
structed to prepare such letters with 
infinite care, to weigh and analyze 
each sentence and paragraph. Even 
cne word can be of the greatest im- 
portance ! 


The letter to sell the air condi- 
tioners in midwinter, for example, 
was a carefully written, intimate, 
heart-to-heart multigraphed commun- 
ication, with the name of each doctor 
filled in at the top of the letter. 
First-class postage was used and a 
carefully phrased prepaid return post: 
card included. 


No descriptive literature was in- 
cluded. That’s a very important fac- 
tor in the number of returns we re- 
ceived. Instead, we paid particular 
attention to a smooth-flowing, easy- 
to-read continuity, to paragraphing 
and spacing of the letter itself, and 
to the copy, wording and style. 


It is our policy on all promotions 
to make the initial test on a very 
limited basis. Then, if the test ts 
successful, and if merchandise is 
available, we can easily expand the 
advertising proportionately. 


Quite naturally, in recent months, 
our big trouble has been to find suf- 
ficient merchandise for tests. How- 
ever, one unit that has proved very 
adaptable to our promotional meth- 
ods, is the large Deepfreeze unit sell- 
ing for approximately $425. 


Whenever we could get two or 
three of these units, all we needed to 
do was to put 1,000 Government 
postal cards in the mail with a special, 
personal, intimate message, and then 
—at a cost of only $24 for postage, 
multigraphing and  addressing—we 
quickly and easilv sold the three or 
four units available. 


Another of our more recent test 
promotions has been in relation to 
Calcinators, which is the new gas- 
operated automatic home _ garbage 
incinerator. Again, we used direct 
mail advertising, and we know that 
when we started this mailing on Cal- 
cinators, not a single home in metro- 
politan Philadelphia owned one of 
these units and probably not over 100 


Philadelphians had ever heard of it. 


We selected a list of 2.000 names 
of people living in the suburbs. We 
mailed each of them a multigraphed 
letter with a return prepaid postcard. 
but no literature whatsoever. 


This initial Calcinator mailing 
without any benefit of national pub- 
licity or advertising, quickly produced 
80 inquiries on return postcards, plus 
approximately 25 telephone calls. An- 
other 12 or 15 people made special 
visits to our stores. Here again, with 
a total expenditure of $200, we 
secured 115 good prospects imme- 
diately, and on a major appliance al- 
most unknown and unheard-of in 


Philadelphia. 


As this is being written, sales on 
the new Calcinator unit are progress- 
ing rapidly and as a direct result 


THE REPORTER 








of this initial expenditure of $200, 
we are in the process of selling and 
installing $15,000 worth of Calci- 


nators in Philadelphia homes. 


It’s just another example of stress- 
ing copy, wording and style. It just 
proves to us once again that the right 
type of advertising copy, even when 
the expenditure is very moderate, will 
set results. 


We have also recently been using 
direct mail advertising to promote 
Tempo records from Hollywood, 
which, before our promotion started. 
were almost unknown to the general 
public in the Eastern United States. 
‘The Good House stores were able to 
get an attractive, colorful, pictorial 
wall map of southern California—a 
map perfect for framing or for gen- 
eral home decoration and for a 
limited time we gave these maps away 
free with Tempo records. 





‘To introduce this offer we mailed 
out 20,000 broadsides in suburban 
Philadelphia, and while the broad- 
side was unlike our usual intimate 
personal letters and postcards, it still 


emphasized that type of copy where 
the greatest care is used in the selec- 
tion of words and sentences. 


‘The Good House stores, as soon as 
merchandise is available in sufficient 
quantities, will also feature a num- 
ber of extensive promotions in which 
newspaper copy will be used. Radio 
advertising is also planned. The big 
reason for concentrating on direct 
mail efforts up to now, is because the 
size of a mailing can be _ limited 
according to the quantitv of merchan- 


. dise to be sold. 


We believe that our tests will 
prove again and again that good ad- 
vertising copy, correctly written, with 
each word carefully weighed and 
analyzed, is the real answer to low 
advertising costs. Anyone can put a 
few thousand letters into the mail, or 
anyone can run newspaper copy, but 
the secret is in how the copy is writ- 
ten. 


Our experimental laboratory spe- 
cializes in writing copy. Headlines 
are selected after infinite analysis. We 
strive for copy with smooth contin- 





uity and with a final wind-up punch 
that brings action—the actual sales 
at once—while any publicity that may 
result is just a by-product. 


‘The Good House sales promotion 
experimental laboratory welcomes in- 
quiries from all appliance manufac- 
turers. If we make arrangements to 
test advertising copy and a promotion 
for a manufacturer, we naturally buy 
sufficient merchandise from the sup- 
plier before making the test. And we 
have our own stores to prove the 
pulling power of the advertising copy 
we prepare. 


Wording, copy, style—that’s the 
Good House formula for quickly 
selling a great volume of major ap- 
pliances. And our constant thought, 
above everything else, is to be sure 
that our advertising efforts are such 
that the manufacturer, the whole- 
saler, and the retailer will all make a 
profit. 


Once a promotion has. been tested 
by us, we are more than glad to have 
it used by other appliance retailers 
all over the United States. 










really after! 


Four-color letters can be turned out by the 
TRIPLE-HEAD process in less time and for less 
money than plain black & white. C.A.’s* battery of 
TRIPLE-HEAD Multigraphs are capable of pro- 
ducing up to 2,000,000 4-color messages a week for 


Wards are BETTER- and 
CHEAPER- than ONE f 


Soundly planned and clearly 
written form 
graphed in black & white, will 
always get results. But when 
those same messages are exe- 
cuted with 4-color brilliance and eye-appeal, you 
begin to get RESULTS ... which is what you are 


letters, 





Multi- 





you... increasing the effectiveness of your mailings 


at the same time that it reduces costs . . . speeding 
your campaigns out in less time, to bring you 
quicker as well as more satisfactory returns! 
Here’s something worth looking into especially 
in these days of slow deliveries and spiraling costs. 
So ’phone or drop a card today to.. 
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IRCULATION ASSOCIATES 


Complete Letter Shop Service @ 
1749 BROADWAY » 


Circulation Fulfillment 
NEW YORK 19, N. Y. 
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GUESS WHAT THIS COVER 
ADVERTISES? 





Original was printed in two colors 
and was the untitled cover of an 


eight page. 9” x 12” booklet. If vou 
can’t guess what the booklet adver- 
tises, read on and we think you will 
be surprised. 


‘The above cover reproduction was 
the first page of the annual report 
published by the Bank of Warwick, 
Hilton Village, Virginia. It is one 
of the most unusual annual reports 
we have ever seen. It is written and 
illustrated in circus technique. “The 
opening page shows a circus barker 
proclaiming, “Ladies and Gentlemen! 
Step-Right-This-Way.” It explains 
banking procedure in terms of the 
Big Top. The Assets and Liabilities 
statements are likewise explained and 
cartooned in circus atmosphere. 


The back page pictures the star 
performers, composed not only of the 
ofhcers of the bank, but the clerks. 
bookkeepers, secretaries, and the jani- 
tor. We imagine that down in Hilton 
Village this unusual mailing piece did 
a lot to sell the bank’s slogan “Your 
Friendly Community Bank.” 


Oh! ves, we should mention that 
the mailing envelope bore an outline 
of an elephant around the name and 
«uldress of the recipient. Congratula- 
tions to all concerned for a fine job. 


Speaking of banks ... it seems that 
the American Bankers Association did 
not like the article which appeared 
cn page 8 of the December Reporter 
on the svbject of Check-vertising. We 
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have had quite a conversation with 
staff members of the American Bank- 
ers Association. ‘They tell us that 
checks which are too cluttered ul 
with advertising slow up the handling 
of the checks in the banks and clear- 
ing houses. We agree on that one 
point. Banks have a big problem 
handling large numbers of checks. It 
you design an attractive check for 
vour business, vou should not clutter 
up the check so that it is difficult ter 
the clerks to read and understand the 
important figures and information. 
But we still think that the bankers 
should be sympathetic to the idea ot 


business concerns having matched 
stationery. which would _ include 
checks. - We still think that an at- 


tractive looking check advertising the 
products or services of the paving 
company has some advertising and 
selling value. 


We have offered to print anything 
the American Bankers Association 
night like to sav in rebuttal to our 
original article. 


THE HUNDRED MILLION 
CLUB NOTES 


George Bryant, vice president of 
Names Unlimited, Inc., of Chicago 
spoke on Mail Order Techniques in 
Circulation before the Hundred Mil- 
lion Club at its January meeting in 


the Midston House. New York City. 


He gave a brief history of the mail 
order houses in Chicago,—Sears Roe- 
buck. Montgomery Ward, Spiegel’s 
and Alden’s. 


When the depression came in 1929, 
it was found that a more scientific 
method of catalog distribution was 
needed to cut costs and to increase 
sales. Consequently they undertook 
an analysis of 90 factors concerning 
the names on the list. Eventually, 
these 90 were boiled down to the 
four which were considered most im- 
portant: (1) geography (2) recency 
of purchase (3) frequency of pur- 
chase (4+) unit of sale. 


Notes on each factor: 


I. A person in the South is not 
yvenerally as good «a customer as a 
person in the North, but this does 
not mean that a mail order responsive 
person in the South is not just as 
good as one in the North. A large 


proportion of the population of the 
U.S. is in the South and many good 
customers are down there. Lists must 
be selected and classified more care- 


fully. 


2. The name of the company from 
whom a prospect buys, is the strong- 
est in his mind at the time, so he ts 
most likely to buy again from that 
same company, when he has occasion 
to buy again. Figures showed that a 
group which ordered within 6 months 
would reorder approximately 5 times 
as much as people who ordered from 
6 months to 12 months ago. It is very 
lmportant, therefore. to get that 
second order quickly. 


3. The purchases from those who 
buy twice or more a season amount 
to 100% more than the purchases 
of those who buy once a season. 


4+. People who buy $3 worth of 
merchandise on their first order, re- 
peat with $4: on the average those 
who first pay $5 first repeat with $6; 
those who buy from $6-$10 worth, 
repeat with $7; and those who pay 
over $10 come back with $16. You 
can, therefore, afford to trv to get 
more money on your first order. 


These studies can be applied to 
many different kinds of businesses, 
even those which are much smaller 
than the large houses. “The same 
pattern, for instance. turned up in a 
study for a small needlework house. 


As a result of these analyses, one 
of the four big houses changed their 
policy of catalog distribution in this 
way: Formerly, they had a circula- 
tion of 2,800,000, costing 17c per 
catalog, from which they derived a 
volume of $27.000,000. After the 
study, they cut down the circulation 
to less than 1,500,000, spending $1.00 
per catalog, and secured $100,000,000 
back. The increase in income was 
not solely due to savings on the cata- 
log mailings, but economics in this 
direction enabled them to merchan- 
dise better, and thus to make more 
profit from all angles. 


Reporter's Note: The Hundred 
Million Club meets on first Thurs- 
day of each month at Midston House, 
38th Street and Madison Avenue, 
New York City. F. M. Merriam, 
manager of subscription promotion, 
McCall Corporation, N.Y.C. is now 
the President. 
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HANDLING THE 
SALUTATION 


Arthur Cole, Managing Directo: 
of the Photo-Engravers Board of 
Trade of New York, 60 East 42nd 
Street, New York 17, N.Y. has 
what seems to be a good system for 
eliminating the stereotyped form of 
salutation. 


His secretary types the usual name 
ind complete address at the top left 
corner, but instead ot the Dear Mr. 
Soandso, the first paragraph starts 
with the man’s name, such as—Mr. 
Smith, your letter of January 6th is 
very much appreciated, ete. 


Arthur is also working to eliminate 
the formal endings, such as Yours 
[ruly, Sincerely Yours, etc. His last 
line above the signature is changed to 
express his attitude toward the person 
addressed, or toward the subject 
covered, such as, Yours for coopera- 
tive effort, or Yours for more profits, 
or whatever fits best with the parti- 
cular letter. 


DOLLAR BILL STUNT 
STILL WORKING 


A recent visitor to The Reporter 
office was Ralph Werman (George 
Merritt Shoe Company, Inc., 126 
Montello St., Brockton 60, Mass.) 
who told us about the charity cam- 
paign conducted in Brockton last 
vear ... in which the old dollar bill 
idea was used. 300 names were 
selected very carefully for the test. 
Each letter included a dollar bill with 
the usual appeal—asking the recipient 
to return it along with another dollar 
or more. Within ten days 83% of 
the people had responded. The com- 
mittee then got to work on the tele- 
phone and another 10% resnonded, 
making a total return of 93%. 


Ralph wanted to know who really 
created this idea. In some quarters 
Bob Collier received credit. But it 
seems the first letter of this kind was 
sent out by Walter Lamb Newton, 
P.O. Box 861. Hollywood 28. Calif. 


A word of caution: We have heard 
of cases where the dollar bill idea 
did not produce results. On a recent 
trip to Hot Springs we learned it 
was tried there for a charitv drive and 
considered a flop. Perhaps it was the 
fault of the letter. We didn’t see it. 
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Prominent Users of Strathmore Letterhead Papers: No. 69 of a Series 
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Does YOUR letterhead say 


QUALITY...in every language? 





Acclaimed by connoisseurs the world over, Cointreau was 
first distilled in 1848 at Angers, France, by Edouard 
Cointreau. His formula is still a precious secret of the 
Cointreau family. 


Your business contacts form an opinion of your firm from 
its letterhead. Choose a Strathmore letterhead paper . . . 
a paper that says quality in any language. The Strathmore 
watermark is your assurance of quality. 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, 
Thistlemark Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Bond. 


STRATHMORE 73": 


Strathmore Paper Company, West Springfield, Massachusetts 
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3 Ever see a tree-climbing dog? Here's one. 
& | She's Pudgie, owned by J. P. Kanes of Chi- 
& | cago, When she chases cats, she follows them 
right into the tree. At left. she scrambes up 
@ tree trunk after making a six-foot leap. 








Right. she walks out on a limb. Cats are 
amazed, scrambling to what they believe to 
be the safety of a tree to look behind end 
find Pudgie coming up after them 

~ Rocky Mountain News. Acowm Tglephoro. 
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We're still getting clippings showing examples of dogs that actually climb trees. One 
was from the Rocky Mountain News of Denver. Photos later appeared in Look Magazine. 





DMAA CONVENTION 
PLANS 


(In Brief) 


The new officers of the Direct 
Mail Advertising Association are 
certainly making progress. 


Immediately after the October 
1946 Chicago Convention, all the 
delegates were sent a questionnaire 
asking for opinions on the conven- 
tion, suggestions for improving the 
programs, and the best location for 
the next convention, number of days, 
etc. We can report that the Board 
of Directors followed the results of 
the questionnaire down to the last 
detail. 


The majority of respondents voted 
Cleveland first choice for the location. 
So the convention will go to Cleve- 
land. Most of the respondents wanted 
a two day or longer convention 
so the directors agreed that the con- 
vention would be held on Thursday, 
Friday and Saturday, October 23, 
24 and 25. 


Practically 90% of the respondents 
wanted a resumption of the commer- 
cial exhibits (suppliers and produ- 
cers) so the Association is meeting in 
the Carter Hotel and adequate faci- 
lities will be offered to the paper, 
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envelope, ink, and machinery manu- 
facturers and producers of all kinds 
to display their wares and services. 


Harry Porter of the Harris-Sey- 
bold Company, who was so active in 
the Graphic Arts Victory Committee, 
has accepted the General Chairman- 
ship for the Cleveland Convention. 
He’s already at work building a high 
powered committee. President Ed- 
ward Mayer has placed the building 
of the program in the hands of 
Horace Nahm, George Pfeiffer and 
Henry Hoke, and this program com- 
mittee is following the suggestions 
made by the respondents to the ques- 
tionnaire. It is too early to talk 
about the program .. . but it will have 
practically everything in it for every- 
bodv,—from newcomers in the field 
to the experienced professionals. Judg- 
ing from the way things are getting 
into high gear, it will probably be 
one of the best DMAA Conventions 
ever held. On top of everything else, 
the Mail Advertising Service Asso- 
ciation (composed of producers of 
letters) have agreed to hold their 
convention earlier in the week in the 
same citv of Cleveland. 


So mark your calendar. . . during 
the week of October 20th. 1947 there 
will be big Direct Mail doings in 
Cleveland. 


GOOD SHOWMANSHIP 


‘That was an attractive and inter- 
esting 9” x 12” booklet recently pro- 
duced by ‘he Horace H. Nahm 
Company of New York City for 
Princeton Worsted Mills, 51 Madi- 
son Avenue, New York 10, N.Y. 
Appeals to two senses . . . sight and 
touch. Cover design was silk screen- 
ed on velour paper, showing man 
plowing through a realistic snow 
storm. Since the booklet advertised 
overcoat fabrics, the feel of the velour 
paper gave the necessary attention 
value. 


SPEAKING OF 
SHOW MANSHIP 


A few good examples of pop-ups 
and cut-outs are beginning to appear. 
‘The ‘Traymore and Chalfonte-Had- 
don Hall hotels in Atlantic City, 
New Jersey used effective novelty 
cut-outs in their holiday promotion. 


The Huffman Manufacturing 
Company of Dayton, Ohio recently 
issued a 12” x 9” eight page booklet, 
with french fold covers, entitled 
‘Hop On, For Future Profits.” Lift 
the front cover and a cut out man on 
a tandem bicycle pops up and stands 
perpendicular on the page. ‘Tied to 
the seat of the bicycle is a card read- 
ing, “Reserved for (and name of 
recipient filled in).’’ The rider is 
carrying a sign reading, “Hop on. 
We'll do the Pedaling!” The book- 
let outlines the overall 1947 bicycle 
program of the Huffman outfit. A 
verv excellent job throughout. 


FACTS AND FIGURES 
WORTH HAVING 


The Investors Syndicate of Minn- 
eapolis have released an 814” x 11”, 
72 page book entitled “Trends in 
American Progress Facts and 
Figures about the Growth of Eco- 
nomic Life in America.” 


It contains all sorts of statistical 
indexes showing the year by year 
growth in population, income, schools, 
loan investments, stock transactions, 
manufacturing output, telephone in- 
stallations, housing construction 
or almost any breakdown you can 
imagine. Makes an interesting addi- 
tion to any library. 
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NEAT IDEA 


During the holiday season, The 
Union Company of Columbus, Ohio 
sent out an oversized 17” x 514” four 
colored lithographed facsimile check 
to store suppliers. 


The check was drawn on “The 
Union Bank of Friendship and 
Trust” in the amount of “$incere 
Appreciation that can’t be measured 
in Dollars.” 


The signature of the Vice President 
of the Company appeared on _ the 
check, with the name of the buyer 
who contacts the supplier as the co- 
signer. Individual names were hand- 
filled in on the “‘Pay to the order of” 
line. The stub of the check contained 
this copy: 


Thanks A Million! 


We have been making some checks 
on our resources and find you are one 
we can always bank on. Kindly accept 
this remittance with the knowledge that 
it is drawn from the heart. The Union 
hopes to continue to be an account that’s 
always in balance, that will earn your 
interest and cooperation. 


Robert K. Levy 
President 


IDEA FOR STAMP 
COLLECTORS 


Elmer R. Long, 112 Market 
Street, Harrisburg, Pennsylvania has 
a unique idea for his return envelope. 
He doesn’t use a business reply form. 
but has a printed unstamped enve- 
lope. In the upper right hand corner 
where the return stamp should be 
placed, this message appears: “Com- 
memorative Stamp Appreciated if 
Available.” 


STARTING TO SELL 


After the war time years of turbu- 
lent service ... there are now signs 
that selling and service are coming 
back into the picture. The patrons 
of the Pennsylvania Railroad are now 
supplied with an attractive 314” x 5” 
12 page booklet entitled “Steps we’re 
taking to Improve Dining Car Serv- 
ice.” There’s a detachable business 
reply card for use by patrons who 
want to make suggestions. 


Hurrah! 
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You are looking at the only machine made that will typewrite 





of paragraphs. Its perforated record rolls carry from 80 to 160 


standard paragraphs. Your typist merely addresses the letter and 


pushes the paragraph selector buttons. The Auto-typist finishes 


the letter automatically at more than two times manual speed! 





The RRS! 


Push Butto 
Auto-typist 
makes possible 


Automatic typing of ANY 
SELECTION from 80 to 160 
form paragraphs in any 
order or sequence. 


Or, any selection from 20 
or more complete letters. 


Typing of sales letters on 
any one or a variety of 
products. 

J 
Typing of answers to in- 
quiries on large number of 
different products. 


Typing of credit and col- 
lection forms with manual 
typing of dates, amounts, 
and nature of purchases. 


Typing of subscription and 
renewal correspondence by 
publishers. 

* 


Typing of detail letters to 
physicians, dentists, or 
users from selections of 
paragraph covering vari- 
ous products. 


HE everyday performance of this amazing machine 


is so spectacular that the listing at the side gives 
only a hint of its flexibility. 


Every man or woman responsible for production of sales 
or promotion letters, collection letters, or handling of 


repetitive correspondence will want the facts. 


See for yourself how one ordinary typist can use Auto- 
typists to turn out as many as 300 perfectly typed letters 
a day, each letter different from each other, and each 
letter highly personalized with manual interpolation of 
dates, names, amounts, catalog numbers, or descriptions. 
Sounds impossible? Rush your name for new circular 
describing the PUSH BUTTON Auto-typist. We'll answer 
with an Auto-typed letter, typed for you as a demon- 
stration of the almost human flexibility, and the super- 
human speed of this machine. 


Use the coupon or your stationery. 


The Auto-typist, Dept. 21 


614 N. Carpenter St., Chicago 22, Illinois 
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The Auto-typist, Dept. 21 











614 N. Carpenter St., Chicago 22, Illinois 


Write to me on the Auto-typist and send with your specimen letter a circular describing 
the Push Button Model. There is no charge or obligation. 


Name. 
Company - 
Address. 


City - - 


State 
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Scrapbook 


By: JAMES M. MOSELY 


An imitation hand-written postal 
card ahead of the main mailing an- 
nouncement recently stepped up inter- 
est for Harry and David, BEAR 
CREEK ORCHARDS, Oregon. It 


was as simple as this: 


“(jood morning—this is Harry 
and David sending this little note 
to tell you that the answer to your 
Christmas Shopping Problems will 
reach you in about a week. 


“Our new fruit booklets tell of 
the unusual and delightful gifts 
to surprise and delight your friends 
at Christmas. 


“Please watch for them— 


DAVID” 


Chess games by mail are plaved 
by 10.000 enthusiasts who’ve never 
seen each other. 


Moving soon? Good chance for a 
different moving announcement such 
as that from Willard L. Kauth,. fund- 
raiser for BOY’S ATHLETIC 
LEAGUE: 


We're changing our Location . . . but 
not our Plans. 


We're moving our executive officers to 
112 East 19th St.. New York 3, N.Y. 
Months ago, our former location at 70 
Fifth Avenue changed ownership, and we 
were given notice to move. Despite con- 
siderable pressure, we hung on until we 
found this new. suitable location. 


Makes no difference, though. We'd be 
happy anywhere as long as we can carry 
on the Boy’s Athletic League’s Activities. 
From this new location we shall continue 
to work toward acquiring new Recreation 
Centers, new camps—while maintaining 
those now in existence. 


We're 


moving our desks—but our 


thoughts will remain centered on _ the 


needs of New York City’s tenement chi! 
dren. 


ee 


When manv outside lists of Mail 
Buvers are being used in volume and 
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Notes from a 
Nail Selling 











it isn’t practical to check them against 
one’s present list or each other, an 
insert to explain keeps away too many 


kicks. 


But there’s a difference in reaction 
from a-difference in wording! 


First draft of a famous publisher: 
A WORD TO SUBSCRIBERS: 


We are currently testing a number of 
mailing lists not our own. To check 
each of them against our subscription 
files would involve a prohibitive amount 
of time,-labor and money. Because of 
this, you may receive more than this one 
letter, especially if your name is on 
several mailing lists—but please do not 
write us about your own subscription un- 
less copies are failing to arrive. If you 
are a subscriber we invite you to renew. 
Your subscription will be extended for as 
many years as you order. 


Quite a few “kicks” came in. It 
Was rewritten this more positive way: 


A WORD TO SUBSCRIBERS: 


We are currently testing a number of 
mailing lists not our own. As many of 
these mailings are made by the list 
owners,. at widely distant points, it is not 
possible to check their names against our 
subscription files. Because of this, you 
may receive more than one letter, espe- 
cially if your name is on several mailing 
lists—but please do not write us about 
your own subscription unless copies are 
failing to arrive. If you are a subscriber, 
we invite you to renew. Your subscrip- 
tion will be extended for as many years 
as you order, 


Draft #2 saved much extra cor- 
respondence. 


Those Rexall 1¢ sales always have 
intrigued me. 


Now a I¢ sale on Vitamins and 
health foods by mail is being featured 
by NATURE FOOD CENTRES, 
leading health specialty concern. Two 
items are oftered (sometimes three), 
in splashy sale copy for the price ot 
one item plus one cent. (Long profit 
margins! ) 









Time limit increases “urge” for 


action. Postage prepaid on amounts 
$3.00 up... to build up average sale. 
Newsprint paper, red and black on 
front. Black inside. 


Catalog mail order ended year in 
blaze of glory and cash. Mail order 
chains combined hit December for 
29.9% jump, biggest sale increase 
of any chain, (followed by automo- 
tive, men’s wear, grocery chains) ,--- 
for 32.2% rise for year. 


Ward’s sales for December were 
$117 million. The 11 months through 
December 30 totaled $968 million, 
a jump of 48.6% over previous year. 
Sears is expected to report $1.6 billion 
sales, Spiegel $109 million, Alden’s 
$68 million. Big Business! 


For reaching automobile owners, 
almost any quality list of middle and 
upper class mail buyers will reach 
those who drive cars. 


‘The ‘“‘personal shopper”’ idea, a suc- 
cess in department stores, has been 
applied to mail order gifts by MILES 
KIMBALL COMPANY. 


Doris Hergert, Personal Service 
Department, has her name on the 
letterhead to render a_ personalized 
shopping service. 


Great copy and art possibilities! 
Mebbe photographic, too. 


Most women want all firms send- 
ing bills to include a return envelope, 
according to ENVELOPE ECO- 
NOMIES. 


Questionnaires were mailed to 31,- 
142 women in 21 cities (24% 


answered). Results showed: 


96.5% prefer return envelopes with 
bills. 

97% said they use return enve- 
lopes when sent with bills. 

56% claimed to delay mailiny 
checks because out of envelopes 

97.3% appreciate speed and accu: 
acy of envelopes. 


For an hour’s stimulating enter- 
tainment with a moral I can recom- 


mend “LITTLE WONDER or, the 
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Reader’s Digest and how it grew”. 
(Reynal & Hitchcock, $2) by John 


Bainbridge... . based on one of the 
longest profiles ever published in the 
New Yorker. 


With R. D. celebrating its 25th 
anniversary and now world leader 
of its field, the formula of what made, 
and makes, it tick and the human 

os 
equation back of it becomes doubly 
fascinating. 


De Witt Wallace is considered 
“the most successful magazine editor 
in history because he knows probably 


better than any man alive what people 
want to read”. (Every direct mail 
user or creator seeks this “‘secret”’!) 


SEDGWICK said it: 


“How warm is the _ friendship 
engendered by correspondence! Dis 
tance does not always estrange. 


“Distance blunts the prickles of 
human contacts. Angularities lose 
their rough edges when writers are 
at a safe distance.” 





IMPACT 





The Reporter likes the copy in a 
beautifully printed 334” x 714”, 12 
page booklet issued by Schneidereith 
& Sons, 206-210 South Sharp Street, 
Baltimore 1, Maryland. Dick Sher- 
idan sent it to us. We'll reprint the 
full text even if it does plug the 
services of one of the country’s best 
printers. 


Impact in Advertising 


A favorite admonition of that not 
inconsiderable group of business men 
who consider themselves advertising 

. éé . 
experts is ‘Get more punch into the 
copy.” 


We protest. 


Advertising that has the impact of 
a tidal wave will do more harm than 
good. What is needed is the gentler 
but persistent persuasion that en- 
abled the Colorado River to carve 
out the Grand Canyon, the wind to 


erode the stone for the homes of the 
cliff-dwellers. 


Impact has its place. The impact 
of the atomic bomb brought the war 
to a speedy end. The impact of a 
prize fighter’s uppercut is more re- 
sultful than a hundred love-taps. In 
its place, crushing impact is indis- 
pensable—but its place is not in good 
advertising. 
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Advertising is the art of persua- 
sion. It does not push; it leads by 
the hand. It does not break your ear 
drums with a deafening crescendo: 
it whispers . . . and whispers... and 
whispers. 


Impact in advertising—successful 
advertising—is achieved not with a 
single, overpowering stroke, but with 
a series of firm but gentle nudges, 
with the result that the prospect who 
finally buys does not feel that he has 
“been sold a bill of goods;” but that 
he has, of his own free will, bought 
something he wanted. He will not 
be ashamed to tell his friends that 
he bought it. His word-of-mouth 
advertising will increase your sales. 


When you turn to the May leaf 
of your Schneidereith Tuck-Up Cal- 
endar, you will read there: ‘Impact 
for stimulation of steady and profit- 
able sales results.” 


We believe in impact in advertis- 
ing. But we do not believe in it to 
the extent that we would necessarily 
recommend a giant broadside with 
72-point type to persuade people of 
the advantages of owning a piano; 
nor a self-mailer in four colors to 
attract customers to an auction. 


Many years of experience in the 
creation and production of Printing 
of Character have convinced us that 
the advertising that succeeds is the 
advertising that derives its impact 
from the constant repetition of per 
suasive sales arguments, delivered in 
the printed voice of a gentleman, with 
the enthusiasm that is the essence of 
good salesmanship. 


If you agree with our philosophy, 
you should find our collaboration in 
the evolution of your printed adver- 
tising the basis for a long and lasting 
business relationship that will be 
mutually profitable. 











Here’s How to Step-Up 
Your 
DIRECT MAIL RESULTS 

















Here is a new, sound way to pre-evalu- 
ate the effectiveness of your direct mail 
pieces .. . before you mail. 

The Direct Mail Check List gives you 
the 24 elements commonly found neces- 
sary to the success of a direct mail piece. 
The Check List is yours FREE with a 


copy of 
What Makes Direct Mail Successful 

Devoid of theory—-and unlike most 
textbooks on the subject, “What Makes 
Direct Mail Successful” gets down to 
bed rock facts . .. it te!'ls why direct 
mail often fails ... it shows how, why, 
and when direct mail proves successful. 
What Makes Direct Mail Successful 

covers: 
® Successful Letters 

Copywriting 
Testing 
Securing Interviews 
Follow-Ups 
® Mailing Lists 


DIRECT MAIL DIARY 

The Diary comes with “What Makes 
Direct Mail Successful.” It gives you a 
nine-month day-to-day, week-to-week pic- 
ture of direct mail ... as viewed from 
behind the scenes. The Diary rubs 
shoulders with those who have made di- 
rect mail successful. You will profit 
from success stories about those who 
have made their direct mail successful. 


FILL IN AND MAIL THIS 
COUPON TODAY! 


The National Research Bureau, Inc. 
415 N. Dearborn St., Chicago 10, Illinois 

Send us, free of all charge, a copy of 
The Direct Mail Check List, listing and 
rating the 24 elements commonly found 
necessary to the success of every direct 
mail piece. 

At the same time, send us a copy of 
“What Makes Direct Mail Successful.” 
giving the basic facts on successful di- 
rect mail procedure and examples of 
successful letters. 

Five days after receipt, we will either 
pass your $3.00 invoice for payment. or 
return “What Makes Direct Mail Suc- 
cessful” for full payment. The Check 
List will be ours to keep, regardless. 





Name 

Title 

Firm | 
Address ...... 


City... State 


Zone 

















A REPORTER MONTHLY FEATURE 


ONE ADVERTISING MAN 
TO ANOTHER 


A Critical Analysis of Advertising 
as Seen by George Kinter 





Reporter's Note: George Kinter has 
a free hand in writing his column for 
The Reporter. We use no editorial 
blue pencil. The opinions expressed 
are his own. Some of you may not 
agree with everything he says... but 
we think that controversial criticism 
is helpful, if that criticism seeks to 
improve the general advertising pic- 
ture. We know for a fact that some of 
George Kinter’s efforts to clean out 
the bad spots in advertising are be- 
ginning to have effect. One large 
national magazine is at present nego- 
tiating with him for an article on his 
particular pet peeve. This month’s 
issue of Kiplinger’s new magazine has 
a hot article on the subject of radio 
commercials. We suggest that you 
read it. 











Dear Henry: 


In the October issue we reported 
charges made by one of the Better 
Business Bureaus against one Dr. 
Kaadt for selling a mixture of vinegar 
and saltpetre at $30 a gallon as a 
remedy for diabetes. In expressing 
“One Man’s Opinion” on the sub- 
ject we complimented the Better 
Business Bureau on the efforts it put 
forth in exposing rackets. 

In the November issue we printed 
a letter from H. E. Helling, adver- 
tising manager, Mathews Conveyor 
Co., telling us about a friend whose 
diabetic condition was greatly im- 
proved by Dr. Kaadt’s treatments. 
Our comment accompanying the let- 
ter brought the following letter from 
G. H. Dennison, manager of the 
Pittsburgh Better Business Bureau. 
Following Mr. Dennison’s letter is 
our reply: 


Dear George: 





Come, come now, George—let’s 


get the record straight. 

Sound opinions are, or should be, 
built up out of constructive thinking, 
of intimate knowledge, of factual 
experience. 

As the custodian of “One Man’s 
Opinion,” your flip-flop last month 
re: the Bureau’s investigation of the 
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Kaadt case, was disillusioning to this 
Constant Reader. 


Let’s take a look at the record. 


Five important agencies have, over 
a period of years, interested them- 
selves in Kaadt’s despicable, but no 
doubt profitable, habit of selling 
ordinary vinegar (with a bit of salt- 
petre added) to diabetics at $30.00 
per gallon. 


The United States Post Office 
Department (which bears some little 
reputation for effectiveness in the 
field of public protection) became in- 
terested in Kaadt’s “cure” following 
widespread complaint from former 
patients and doctors back in 1938. 
During that year Dr. Charles Fred- 
erick Kaadt, who operates the “Insti- 
tute,” filed an affidavit with the 
Post Office Department agreeing to 
discontinue his mail order medical 
scheme in lieu of the issuance of a 
fraud order. 


That you may judge the nature 
of this promoter, read what Dr. 
Kaadt says in a form letter of reply 
to inquirers: 


Due to Government restrictions, 
I am not permitted to diagnose 
any case by mail, neither am | 
permitted to offer or suggest any 
treatment through the U.S. Mails. 
It is necessary that I personally 
examine my patients and I invite 
you to the Institute for that pur- 
pose if you can conveniently come. 


How misleading an understatement 
that is, is lost on the reader who is 
unaware that Dr. Kaadt dropped 
his mail treatment to avoid a fraud 
order. 


The Bureau ot Investigation, 
American Medical Association, which 
also enjoys some little fame as a re- 
sponsible agency for the protection of 
the public, published (Volume 131, 
Number 3) a warning article reveal- 
ing that of seventeen Kaadt patients 
examined in just one locality, twelve 


had developed diabetic coma atter 
taking Kaadt’s “cure’, and that of 
those twelve, no less than five had 


died. 


Other deaths have subsequently 
been reported. 


One of the nation’s outstanding 
authorities on diabetics, Dr. Jos. H. 
Barach, Medical Director, Falk 
Clinic (which you will recognize as 
an organization of some standing) 
has had first-hand experience with 
former Kaadt patients, and in a letter 
to the Allegheny County Medical 
Society (published in the Pittsburgh 
Medical Bulletin of January 19, 
1946) says, in part: 


I believe that we are faced with 
what is actually a serious problem 
with many diabetic patients. 


I have a record of eight chil- 
dren who, after their return home 
(from the Kaadt Diabetic Insti- 
tute) drifted into a state of Ketosis; 
five of them into a diabetic coma 
... As President of the American 
Diabetic Association, I propose to 
follow this up and do what can be 
done to protect innocent, though 
ignorant, people against harmful 
results such as we have seen. 


Following continued public com- 
plaint, the Indianapolis Better Busi- 
ness Bureau investigated the activities 
of this so-called Institute, and the 
Assistant Manager of that Bureau 
spent nearly a week in this area tak- 
ing affidavits from victims of Kaadt’s 
“cure”, At the completion of this 
investigation, they petitioned the 
Indiana State Board of Medical Reg- 
istration to revoke the medical license 
of Dr. Charles F. Kaadt, on the 
ground that his treatment of dia- 
betics amounted to gross immorality 
under the Medical Laws of that 
State. A hearing has been scheduled 
in Indianapolis on January 14, 1947. 


While the letter you received, in 
which the “friend of a friend” de- 
fended Kaadt, was undoubtedly sin- 
cere and unbiased, I am just wonder- 
ing if you would like to have that 
particular diabetic examined by com- 
petent diabetic specialists, at our 
expense, to determine his actual con- 
dition. H’m’m’m? 

One more point, George, and then 
I’m done. You have been nice enough, 
on several occasions, to compliment 
the good work of Better Business 
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ureaus. But, on the occasion of each 
‘compliment, you have hedged a bit 
yy saying that you “wouldn’t want 
inyone to think that you went for 
Setter Business Bureaus hook, line 
ind sinker.” 


a 7 
How come, George? 


Bureau work is so fundamental and 
‘asy to understand I am wondering 
‘ust where your mental reservations 
ie. 


Bureaus, as you undgubtedly know, 
vere founded to foster ‘Truth in 
\dvertising. Are you agin’ “truth 
n advertising?” 


‘They function to get the Facts— 
ind to make those facts available to 
he public without charge. Are you 
gin’ fact-finding ? 


‘They protect the public via the 
dissemination of facts, from loss by 
fraud rackets. Are you agin’ pro- 
recting the public from loss by fraud ? 


They enhance the ethical standards 
of business by working with business 
to eliminate the causes of public com- 
plaint and mistrust. Are you agin’ 
raising the ethical standards of busi- 
ness ? 


Now, if you complain that we 
don’t do enough of all of these things, 
lll join you in a hearty amen, and 
plead guilty. “That takes more man- 
power and money than business sup- 
port as yet permits. And, by the way, 
how about adding your name to our 
membership roster. You will find 
yourself in excellent company, George 
—nearly a thousand of Pittsburgh’s 
finest and most ethical business con- 
cerns would welcome such a good 
man and true into Bureau member- 
ship. 

Cordially, 


Denny 
G. H. Dennison 


For the Record 
Dear Denny: 


If you can remember back to the 
days when automobiles were sold you 
will probably recall the story of the 
fellow who, after several month’s 
ownership of a car he’d been sold, 
hunted up the salesman and asked 
him to give him another sales talk 
to restore his confidence in the car. 


That story doesn’t fit my case. I 
don’t have to be resold on the Better 
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Business Bureaus, but there are 
thousands of people who do, and what 
you call my “flip-flop” in November 
was merely an effort to needle the 
BBB into coming across with a little 
more information on the Kaadt case, 
which I don’t think received suffi- 
cient publicity. All I learned about 
it was from the clipping sent me by 
the friend I referred to in the Octo- 
ber issue—the man I have reasons to 
believe is influenced by Kate Whalen’s 
spewings of hate for the Better Busi- 
ness Bureaus. 


Inasmuch as my writings in both 
Reporter of Direct Mail Advertising 
as well as Advertising Highlights go 
to all Better Business Bureaus, | was 
hopeful that my seeming change of 
heart would get a “rise’’ out of some 
of the Bureaus, especially the one 
that investigated the Kaadt case, but 
your letter was the only comment lI 
received. 


This, Denny, reflects one of the 
reasons I am not “hook, line and 
sinker” for the BBB. It does not put 
forth the effort necessary to keep 
people sold on its activities. To me 


the BBB seems prone to ailow too 
much criticism to go unchallenged. 
This is evidenced by its ignoring the 
charges of Kate Whalen who is un- 
doubtedly molding a lot of public 
opinion in a segment of the popula- 
tion that is not properly informed on 


the activities of the BBB. 


In my opinion it would be impos- 
sible for any intelligent person to take 
any stock in Kate’s charges if that 
person was made fully acquainted 
with what the Bureaus are actually 
doing to protect the gullible public 
against frauds, gyps and racketeers. I 
get this information from the bulle- 
tins of a number of Bureaus and a 
comparison of this information with 
that furnished by the Lance is suffi- 
cient to keep me sold on the BBB— 
but I reiterate, not “hook, line and 
sinker.” In fact, I am not sold on 
anything or anyone to that extent— 
not even on George Kinter or his 
ideas and opinions. I recognize some 
of George’s weaknesses and [I am 
willing to admit that some of his 
opinions may be a bit cockeyed. ‘The 
same goes for the BBB. 
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[] Sales Promotion Ideas 

[] Planning Your Campaign 
| Writing Your Copy 

[] Art and Design 

[ } Typography and Layout 








Your Direct 
Advertising Needs! 


[] Printing Catalogs & Brochures 
[] Personalized Pieces 

(_] Ahrend Letters 

(} Multigraph and Mimeographing 
[] Addressing and Mailing 


Check—with Ahrend . .. for any, or all of your 
oe advertising requirements, whether it be a single 


we ‘ promotion piece or a complete campaign. 
fo) 
an® -* Ahrend’s staff of 250 experts has the experi- 
go? ence, the “know-how” to meet your problem 
x > effectively, economically, profitably for you. 
x 
te) 
a Write or phone MU 4-3411, TODAY! 
a ye 
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oe DAA. AHREND COMPANY 


333 EAST 44th STREET ¢ NEW YORK 17,N.Y. © MURRAY HILL 4-3411 
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But that is not the reason I must 
turn down for the present your in- 
vitation to join up. Were I to join 
up now so shortly after my seeming 
“flip-flop” Kate Whalen would un- 
doubtedly scream in big headlines in 
her Lance that you put the finger on 
me and I had to join in order to stay 
in business—and I ain’t going to give 
her that satisfaction. 





You wonder in your letter where 
my mental reservations lie with re- 
gard to the BBB. I have alreadv 
pointed out its weakness in acquaint- 
ing the public with the good it 1s 
doing. “There must be some way in 
which this can be done and there 
surely must be someone or a number 
of someones in its setup bright enough 
to figure the “how.” 


Another weakness—and mind you, 
it is merely “one man’s opinion”—is 
the BBB’s reticence in naming some 
of the big boys who have the least 
regard for “Truth in Advertising.” 
The very thing the BBB was founded 
to foster. 


I realize, of course, that many of 
the untruths the public is fed via 
printed advertising and the radio are 
not doing the public any particular 
harm, but advertising, as a whole, is 
suffering from them. 


If some stranger opened up an 
oftice here in Pittsburgh and used 
some little classified ads offering a 
concoction that “doctors had proved”’ 
would remove birth marks in just 15 
days, you would probably do a bit 
of investigating and if you found the 
concoction had no more effect in re- 
moving birth marks than vinegar and 
saltpetre has in curing diabetes, you 
would, undoubtedly put forth some 
effort in exposing the gent. But I 
have yet to learn of any BBB exposé 
of the Palm-Olive-Peet Co. that its 
ordinary toilet soap will give two 
women out of three a more beautiful 
complexion in just 14 days. If my 
memory serves me right, the Federal 
Trade Commission once issued a 
cease and desist order on this claim 
but it is still being used. 


The Palm-Olive-Peet Co. is not 
the only offender. For others, turn on 
vour radio. 


I realize, Denny, that no one 
Better Business Bureau can do much 
about the untruths in national adver- 
tising but until the National Better 
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Business Bureau and all the local 
Bureaus get together and give the 
public “facts”, the old shop-worn 
slogan, “Truth in Advertising” 
should be soft pedaled. 


No, Denny, I’m not.“‘agin” any of 
the things you mention in your 
letter—I’m “fer” them and I’m “fer” 
the BBB’s acts of “commission” but 
decidedly “agin” its acts of “omis- 
sion.” 


YOU’LL TAKE IT AS IT IS— 
' AND LIKE IT © 


If you don’t like the false, mis- 
leading and exaggerated claims in 
much of the advertising that reaches 
vou through magazines, newspapers, 
by direct mail and over the air; if 
you don’t like the insults to your in- 
telligence that many advertisers hand 
vou; if you don’t like the ballyhoo 
that breaks into your favorite. radio 
programs; if you don’t like the idea 
of your favorite radio entertainers 
giving up their art for “huckstering” ; 
if you don’t like the silly, annoying 
and nerve-wracking “singing” com- 
mercials that pour forth from you 
radio, we feel sorry for you. If you 
are an advertiser having a worth- 
while product, a sense of decency, 2 
mature mind and a limited advertis- 
ing budget, we feel doubly sorry for 
you, because there is little hope for 
relief from those things you don’t like 
about advertising and which are turn- 
ing thousands of people against it and 
thus handicapping the efforts of ad- 
vertisers who try to be honest, sen- 


sible and helpful. 


A campaign has been launched by 
the Advertising Federation of Amer- 
ica to “combat adverse criticism of 
advertising’ and sell it to the public 
‘as is’. “To assure success of the 
campaign, it has been placed in the 
hands of Daune Jones, an advocate 
for a “School for Advertising Critics,” 
and who has his own “arithmetic of 
advertising.” Agency-man Jones 
thinks there is “nothing more point- 
less—or at times more destructive— 
than criticism of an established pro- 
cedure by those who lack both techni- 
cal and economic knowledge of its 
function.” He does not believe that 
“any person not familiar with the 
arithmetic of advertising is compe- 
tent to criticise radio commercials,” 
which means that the rank and file of 
radio listeners should take the com- 
mercials as delivered and keep their 
damn mouths shut. 





Daune and his client, the AFA, are 
unconcerned over the fact that sur- 
veys are showing a steadily growing 
percentage of the public becoming fed 
up and disgusted with the type of 
commercials that are being used. He 
and his client are, seemingly, uncon- 
cerned over the fact that 45.5% of 
people surveyed by Brand Names 
Foundation discount advertising 
slightly ; 28.1% considerably; 15.5% 
greatly and 9.8% totally. That, 
according to our arithmetic, leaves 
9% that accepts advertising as pro- 
duced by an “established procedure.” 


While we would probably fall in 
the class of persons not familiar with 
Daune’s “arithmetic of advertising, ’ 
we figure that a smart manufacturer 
would not feed money into advertis- 
ing for a product in which the public 
was losing confidence. He would un- 
doubtedly take steps to improve the 
product. And that is exactly what 
the AFA should have done. The 
product being turned out by some of 
the members of the AFA is in itself 
responsible for the growing loss of 
confidence and respect on the part of 
the public and in our opinion it will 
take more to regain it than all the 
tricks in agency-man Jones’ kit, listed 
by Printers’ Ink as containing “long 
copy ads, assorted displays and fillers 
for newspapers, spots, participation 
program plugs, live announcements, 
local and national hitch-hikes for 
radio; car cards, outdoor boards, mail- 
ing pieces and envelope stuffers.” 


The campaign has all the earmarks 
of being produced by the “‘established 
procedure” that has turned out the 
inferior product its sponsor is trying 
to sell. 


I’m signing off for this month, 
Henry. 
Sincerely, 


(SEORGE KINTER. 
e 


BOOKS LOANED BY MAIL 


We see by The New York Times 
that Brentano’s, 219 North Broad 
Street, Philadelphia 7, Pennsylvania 
have started something new by mail. 
For $12.00 per year the subscriber 
can borrow as many books as he can 
read. Monthly lists will include a 
complete range of all the popular 
fiction and non-fiction books. The 
subscriber can keep any book just as 
long as he wishes, without fine. 
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No standing in line, driving through traffic, 
parking or other inconveniences when you let Fs 
the friendly postman do your banking. Write : 
or call for Hunterdon County Trust Company 


ws 


Mail Deposit Slips. Do your banking the con- 


: venient way... by mail! 


+] HUNTERDON COUNTY 
t TRUST CO. 


Phone | Califon, N. J. oF, 
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Here’s how a New Jersey bank is 
advertising its banking by mail serv- 
ice. Incidentally ... giving quite a 
plug to the convenience of doing 
business bv mail. 


PDITRECT MAIL FOR MEN’S 
APPAREL STORES 


A note from Stylepark Hats, Inc., 
2550 Reed Street, Philadelphia (mak- 
ers of Templeform Hats) tells us 
that thev have just completed a sur- 
vev of the advertising plans of men’s 
apparel stores throughout America. 
81.5% of the stores report that they 
are planning to use Direct Mail ad- 
vertising in 1947. Of those stores 
which will use Direct Mail, 30.99¢ 
are preparing once a month mailings 
and 50% expect to send a Direct 
A\Tail piece at least once each season. 

The survey also indicates that 499% 
of the retailers prefer envelope en- 
closures, 29% self-mailers and 22%. 
favor post card mailings. 


CORDIAL CONTACT BY 
TELEGRAM 


Many thanks for fine cover and St. 
Petersburg story in December Reporter. 
Am showing my copy to city, Chamber 
of Commerce officials and newspapers. 


Come and see us again. Best regards, 


Press Phillips 
Publicity Bureau 
Chamber of Commerce 
St. Petersburg, Florida 
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= PITNEY-BOWES P osta 


his office want a postage meter! 











aman who... 


after stamping and sealing 153 Christmas cards for his 
wife suddenly realizes (a) that getting out mail is a 
time-taking and trying job; and (b) why the girls in 


A little personal experience with the old lick- 


and-stick method sells any boss on metered mailing! 


The postage meter prints postage on the envelope 
and seals the flap, all in the turn of a die—any kind 


of postage for any kind of mail or parcel post!... 


Holds any amount of postage you want to keep, and 
protects it from loss, theft or misuse... Does its own 


accounting automatically!... Also prints the postmark, 
which gets the letter through the postoffice faster... 


Prints your individual advertisement on the envelope, 


too, if you want it... More than pays its way—in the 


little office as well as the big one! 


If you want to know more, call the nearest office of 


Pitney-Bowes, or write for a booklet with pictures! 


ge Meter 


Pitney-Bowes, [Nc., 2009 Pacific St., Stamford, Conn. 
Originators of Metered Mail. Largest makers of postage meters. 
Offices in 59 principal cities in the United States and Canada. 
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REPLY-O LETTER 


To Help 


Your Dealers Sell! 
Your dealers will like Reply-O 


Letters imprinted with their names 
and addresses on the letters, also 
on the reply cards and envelopes. 
This personalization pays. Every- 
thing from floor covering to yachts 
sold this way. 


What Are 


Your Needs? = wn (pth 








Write to THE 


REPLY-O PRODUCTS CO. 


150 West 22nd Street, New York 11 
SELL 


HOWARD  i~ 
PHOTOS § rrovucts / $, 


Commercial - Industrial - Theatrical. 

Postcards 2c; blow-ups on heavy 

board special 20x30 $2; 30x40 $3. 

Your products pictured differenth, 

trom $4.50. 24-HOUR SERVICE. Free ony Kit. 
HOWARD PHOTO SERVICE — Dept. 

168 W. 46th St., New York 19, N. Y. PaiR-9-2490 
Serving Customers Coast to Coast 


SELL BY MAIL 


Let this successful mail order advertising 
agency show you how to sell your merchandise, 
books, courses, services, etc. 


The ARTWIL CO., Advertising 


24 West 48th Street @ New York 19, N. Y. 
MEdallion 3-0813 





































MINIATURE CLASSICS 


Congratulations to the Diamant 
Typographic Service, Inc., 140 West 
17th Street, New York 11, N. Y. for 
a clever promotion idea. We have 
just received the third item of a series 
of miniature classics issued to Dhia- 
mant customers and contacts. Each 
item in the series is a miniature book, 
measuring 234” x 414”, with a case 
bound cover. 


This third classic runs about 112 
pages and is titled, ““The Origin and 
Progress of Printing.” “The manu- 
script is taken “from a lecture deliv- 
ered at Twickenham, April 8th, and 
repeated by desire at Richmond. 


April 21, 1857 by Henry G. Bohn.” 


Students and connoisseurs of good 
printing have been generous in their 
praise of this undertaking. 


WHO MAKES WHAT 


The Business Information Bureau 
of the Cleveland Public Library has 
just issued a list of manufacturing 
directories published for each of the 
United States of America and for 
Alaska. This publication is the result 
of a survey made of existing direc- 
tories. Market researchers, purchas- 
ing agents, salesmen, and exporters 
will find in it directories to sources 
of supply of raw materials, manu- 
fractured products, and services. Cop- 
les are available at 10 cents each. 
Send stamps or money to: Miss Rose 
L.. Vormelker, Head Business In- 
formation Bureau, Cleveland Public 
Library, 325 Superior Avenue, Cleve- 
land 14, Ohio. 





Visible Record 


sce $1B 45 


Complete 





25 Card-Sheets Show FACTS on 500 Cards 


Convenient 








Sheets of Cards 
for Any Record 


500 Cards one side Blank, one side Ruled P ‘ 
6 x 4 in., $3.45; 8 x 4 in., $4.40; 10 x 4 in., any 
Saves Time ¢5 30. Order now. Send no money. Satis. Collection 
faction guaranteed. 


Kasy Use Handifax Cards only. Join together. Cost 
Quick File sheets of Cards on edge like paper in Sales 
Flexible correspondence folders. Stock 
Durable Visible Facts Insvire Profitable Acts. Ruled 
Portable Use half inch Visible Margin for Indexing Credit 
Compact —Color Signaling—Visible Tabulation of Payroll 
Low Cost Vital information. Ten years national use. purchase 





Write for Catalog. 


. Handifax 3570 Tenth st.ct) Of. LOUIS 
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—Bonus Profits for YOU 
from YOUR 


Mailing Lists! 


Yes, MORE CASH for YOU to use 
for added direct mail and space 
advertising, for cleaning your 

lists, for new equipment, for sheer 
| SPENDABLE NET INCOME! 


Just figure the many ways you can 
use MORE DOLLARS by supplying 


_ ADDRESSING to 
YOUR LISTS 


_ for non-competing 
_MOSELY MASS 
| 





Je a 








tote Chk Sl 


MAIL SELLERS 


It’s a cinch, Mr. Finch! Your of- 
fice or lettershop just runs off 
empty envelopes (sometimes sheet 
labels) to your Lists under a writ- 
ten guarantee no permanent copy 
of the names will be kept. You 
get paid liberally (including our 
20% brokerage commission) for 
tests and large mailings. Amount 
of money you make will depend on 
how your names pull and Mailer 
demand. MOSELY sells use of your 
lists and makes all arrangements. 


It’ll be a thrill to see the MOSELY 

CHECKS come in to spend “as you | 

like it!’’ “| 
Write Dept. R-12b 


MOSELY Selective 


LIST Service 


| Mail Order List Hdgatrs. 
| 38 NEWBURY ST., BOSTON 16, MASS. | 
| 


Ree ah See oh ie. 


“MOSELY sends the CHECKS” 




















EYE’CATCHERS 





NEW PROOF-BOOK JUST OUT 


100 SALES PROMOTION PHOTOS 
FOR ADVERTISING MEN 


CLIP COUPON TO LETTERHEAD AND MAIL 
—— ee ee ES LT TT 


| FREE!... mail this now! | 


EYE XCATCHERS, Inc. 10 ¥2 E. 38th St., N.Y. 16 


Please send FREE proofbook referred to 
| in ad. No obligations. 


| eR eee | 
| 








Address 
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HOW TO GET PUBLICITY 


‘The following letter was neatly 
ned in green ribbon on a beautiful 


tterhead. It was personally signed. 


ad 


— 


ar Mr. Hoke: 


We know of no better way to tell you 
out our new product than to send you 
sample which will reach you via parcel 
st insured in a day or two. 


— 


It fits today’s needs because it is a 
ne saver—quick—and so easy to use. 
s the new Presto Clear-View Letter 
Sale. 





You just drop your letters behind the 
3; way-dial-face and instantly you see the 
| rrect postage for—Ii1st Class—Air Mail 
| ~.and 3rd Class mailings. We believe it 
vill insure large volume demand from 


= t 


siness, professions, and the home. 


New products today are news, and this 
e is particularly timely. It’s a real 
ne saver. 


— 


A small cut is enclosed with the scale, 
and a brief news item is also enclosed 
for your convenience. Please accept the 
letter Scale with our compliments. 


Cordially yours 


Frank P. Einecker, Vice President 
Metal Specialties Manufacturing Co. 
3200 Carroll Avenue 

Chicago 24, Illinois 


Reporter’s Note: Let’s skip the 
press release, which only repeats what 
the letter says. But isn’t this better 
than the usual press agent blurb 
which would start... “Frank P. 
Einecker, Vice President of such and 
such, announced today the develop- 
ment of blankety-blank.” So thanks, 

\M[r. Einecker, for your friendly letter 
and the scale . . . which is really O.K. 
(j00d luck to you. 


PUBLIC RELATIONS FOR 
RETAIL STORES 


Anyone interested in retail adver- 
tising or public relations for the retail 
store should write to the Haire Pub- 
‘ishing Company, 1170 Broadway, 
New York 1, N.Y. and ask for a 
copy of “A Planned Public Relations 


rogram.” 


S. K. Dickstein sent us a copy and 
ve enjoyed reading it. The program 
briefed on six quickly read pages. 
t is just an outline. Includes some 
od advice on Direct Mail. 
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All Purpose 
SET-UP 


for Low Cost 
Large Volume 
Mailing 
More mail sent out at less 
cost... That's why com- 


panies who mail inlarge 
volume are specifying 











ALL PURPOSE equipment. Up to 30% saving in floor space... fits well 
in any flow-of-work system... uniform containers save countless waste 
motions. — Consult our systems engineer about your mailing problems. 


MORE FACTS FOR THE ASKING—IN BULLETIN DM-2 


ALL PURPOSE METAL EQUIPMENT CORP. iechester «: nv. 











TENSION BANKERS FLAP 
ENVELOPES have a reserve 
strength in excess of ordinary 
envelopes. Can be crammed 
with important mail and carry 
the load in safety anywhere. 











Ob iS lo)\ mat ava RO)>) Ge) -5>) 





New York 14, N. Y. 
345 Hudson St. 


Des Moines 14, lowa* 
1912 Grand Ave. 


St. Louis 3, Mo.* Minneapolis 1, Minn.* 
23rd and Locust Sts. 123 North 2nd St. 


Kansas City 8, Mo.* 
19th and Campbell Sts. 


*Originally Berkowitz Envelope Co. 








TRADE ADDRESSING AT "ROCK BOTTOM" PRICES 


FOR LETTER SHOPS - LIST CO'S. - DIRECT MAIL FIRMS 


WE ADDRESS 


ENVELOPES 
BROADSIDES 
SELF-MAILERS 
POST-CARDS 
-GUMMED LABELS 
CATALOGS 

AND OTHER 
ADVERTISING PIECES 








WE OFFER THESE FACILITIES 


200 EXPERIENCED TYPISTS 

1 MILLION ADDRESSINGS WEEKLY 
CLEAN—ACCURATE WORK 

CAREFUL LIST HANDLING 

72 HR. SERVICE WHEN NEEDED 

DAILY PICKUP & DELIVERY SERVICE 

RY. EXP. SERVICE FOR OUT OF TOWN FIRMS 


WE ARE NOW DOING WORK FOR LEADING NEW YORK LETTER SHOPS AND LIST CO’S. 


MEMBER — M.A.S.A. e D.M.A.A. 


e BANK AND BUSINESS REFERENCE AVAILABLE 


Dé GROODT & ASSOC. INC.“ “Puowe~micigan 205i 























Names come to Life when you rent 


lists of individuals with known 


inail-buying habits. 


We know the names list owners 
circularlize to get their customers. 
And we know why some lists pull 
better than other lists that appear 
to be much the same. 


Give us a word-picture of your 
6 ” , : 
average” prospect. We'll let you 
know the lists where you'll find 
this man — and hundreds of 
others like him. 


D-R SPECIAL LIST BUREAU 
(Division of Dickie-Raymond, Inc.) 
‘ $0 Broad Street Bostoi 10 








Here is THE LIST f 
you need NOW e 


Again and again those who use our list tell 
us they get BETTER RESULTS. 


s 
Luxury products, exclusive shops, financial 
and news services, book and magazine pub- 
lishers, money-raising campaigns .. . 


TEST IT NOW... 


34,000 Men and Women 
—the Cream of New England's 
Mail Responsive People 
Carefully selected, kept accurate by daily 


attention,—effectiveness is doubly assured 
by cooperative scheduling. 


a 
Your empty envelopes addressed at $12.50 
per M and returned promptly. A test of 
2,000 will convince you they are 


The ideal target for 
your next mailing 


Order thru your Broker or direct 


PUBLICITY SERVICE BUREAU, INC. 


FOUNDED IN 1915 


219 FOREST STREET 
BABSON PARK 57, BOSTON, MASS. 
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A MAILING LIST 
CORRECTOR 

Ed Boyce, Director of Advertising 
of the Southern States Iron Roofing 
Company, Savannah, Georgia sends 
us the form which he created for use 
by their mail room personnel to stop 
the flood of duplicate and incorrectly 
addressed material coming to their 
offices every day. 


Ed reports that this form has help- 
ed to solve a very serious problem, 
and he passes it along with the idea 
that if more businesses would adopt 
it, there would be an = incalculable 
saving for Direct Alail advertisers. 













v ORR, 


MAILING List 








— 
LJ The following name of a member of our Company « INCORRECT on your 
maihag list Will you please correct it as noted 
Neme es lt eppeers now: 
Correction: 
CJ Please REMOVE the following name trom @ lst e 
you tor the reason noted 
Neme: 
Reeson 
5. 8 ot the Coun 
'ry @ toremos! veers of direct me! and 
me! order adv prereenyomn Goummned 
TRON ROOFING ae beter 
Generei —Sevennch ang, we have inetituted thie methed 


ot cooperating with other duet matt 
FACTORY WAREHOUSES THROUGHOUT THE SOUTH 

















We reproduce in one color only. The 
original is printed on 8'4x 11 sheet, 
in-two colors. The heading, check 
blocks and the border are printed in 
red. In case you can’t read the block 
of type at the bottom § right-hand 
corner, here’s what it savs: 

“Southern § States ts 
Country's foremost users of direct 
mail and mail order advertising. In 
the interest of better, more efficient 
direct mail advertising, have in- 
stituted this method of cooperating 
with other direct mail advertisers to 
keep mailing lists accurate.” 


A CONFUSED BLESSED 
EVENT 

Hallack McCord of 727 Peart 
Street, Denver, Colorado sends us 
another example of how a bad mail- 
ing list can make an otherwise good 
mailing piece go wrong. Here’s the 
CODV of a letter mailed on the letter- 


one of the 












L DUNHILL! 


Whom do you want to reach? 
Where? How many? Dial Dunhill. 
Get the exact list you need prompiiy. 


LiUSTRIAL and FINANCIAL 
e Executives 

e Treasurers 

e Controllers 

e Purchasing Agents 

e Engineers 

e Employees 
Wianarged Servicemen 
et] FUMers 

e Housewives 

e Civil Service People 

e Club Members 

e Association Members 

© Farm Famlies 


anlic Officials 


~ @ City, State, Federal 


DUNHILL LIST CO., INC. 


NEW YORK 17 


565 FIFTH AVE., 
Ploza 33-0833 


—=NEW MAIL ORDER™ 
CUSTOMERS 


for YOU in VOLUME 
DIRECT by MAIL 


You test 1,000 to 10,000 keyed Mail 
Pieces each to 29 to 59 outside Lists 
of Customers or Inauirers of other 
mail order customers. In most cases, 
your empty envelopes are addressed 
inexpensively and returned for your 
ONE-TIME USE. 

Small tests indicate which kinds of 
lists can be covered in LARGE 
VOLUME ... with 


THOUSANDS OF NEW 
MAIL CUSTOMERS 
COMING YOUR 

WAY SOON! 


You control and test every step, ex- 
pand your campaign in a large way 
Direct to Consumer on the Lists 
which produce MOST NEW CUS- 
TOMERS at LEAST COST. 


MAIL ORDER LIST 
HEADQUARTERS 


schedules millions of pieces of mail 
to outside lists, will help you find 
YOUR LIST WINNERS. 


Send sample mailing and full de- 
tails TODAY to 
Dept. R-12a 


MOSELY Selective 


LIST Service 


Mail Order List Hdgtrs. 

38 NEWBURY ST., BOSTON 16, MASS. 

NEW Mail Order CUSTOMERS 
in VOLUME BY MAIL 
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head of the Photo Art Studio, 718 
Fifteenth Street, Denver 2, Colo- 
rado. Under the letterhead was a 
printed caption reading: “Congratu- 
lations on your Blessed Event.”’ 


De r Friends: 


\’e wish to extend our heartiest con- 
gra ulations on the arrival of a new 
meriber of your household. 


Sou will find that this littl bundle 
fro\.1 Heaven will be constantly changing 
bef.re your very eyes and the day will 
soo: come when your thoughts will turn 
to t1e idea of having a photograph taken 
of \our little one in each of these precious 


Sta: cs. 


wa 


e wish to offer you our services in 
this capacitv. To prove our interest we 
wil) give you one 5 x 7 Silvertone por 
trai absolutely free as our gift to you 
vour baby. 


a) 
— 


— 


uu may obtain the above mentioned 
vifi by merely presenting the attached 
coupon. 


Sincerely yours, 


Photo Art Studio 


is the next exhibit we vive vou the 
clever letter written by Hallack Me- 
Cord to the advertiser: 
Photo Art Studios 


718 Fifteenth St. 
Denver 2, Colorado 


Gentlemen: 


~ 


Thank you very much for sending my 
father your mailing piece congratulating 
hin. on the arrival of the newest member 
of his household. 


Just how the Old Boy managed this 
recent blessed event, however, I am at 
a loss to understand—since he died some 
ten months ago at the age of seventy- 
seven. . . . but then he always was 
damned resourceful. 


Now that I think it over, it’s just 
possible your ad was congratulating him 
on the arrival of me, inasmuch as I have 
always been considered his last and most 
recent (known) “little bundle from Hea- 
ven.” If this is true though, you’re a bit 
late, since I am now twenty-seven vears 
old and weigh around 150 pounds. Quite 
a bundle—huh ? 


furthermore, it seems most improbable 
that I had my origin in Heaven—as you 
so kindly suggest. As a matter of fact, I 
have checked with a number of people 
on this, and all feel that something quite 
the opposite is true. 


‘hanks, nonetheless, for offering to 
take my picture in each of my. “precious 
stazes.”” Rest assured, if I have any of 
these in the near future, I shall certainly 
gel in touch with you people. 


teporter's Note: The only moral 
to this story is the hackneyed expres- 





BEAUTIFUL BOOK by delightful and unusual wash draw- 


; ings, many in color. 
Perhaps the most beautiful catalog ’ 





of the holiday season was produced One very unusual and outstanding 
by Lord & ‘Taylor, New York City. feature was the pop-up arrangement 
It is very arty, but magnificent. on the first inside page. When the 
Titled “Qne Hundred and one dif- cover is opened a miniature paper 
ferent ideas for a Merry Christmas,” Christmas Tree opens out and catches 
which refers to the number of gift the eve. We will give the whole 
suggestions contained in the catalog. production our hypothetical Gold 
‘These are illustrated one to a page Palm Award. 
may 











WATCH YOUR MAIL for an early announcement of the publication date of a book by 
Jack Carr who made “Cordial Contacts’ famous (or vice versa). An important book for 
every Direct Mail user . . . gives Jack Carr’s ideas for getting training to write good letters 

. plus nearly two hundred of his best letters . . . covering about thirty classifications of 
business. Retail price $5.00 . . . but readers of The Reporter and Jack’s friends will be 
offered (by mail) a special pre-publication discount. It is the logical sequel to Bell’s *’’Getting 
the Right Start in Direct Advertising’ and Hoke’s ‘Dogs that Climb Trees.” Order early. 








OT 2 ss be sure your mailing list ts | GRAPHIC BOOKS, INC., 17 East 42nd St.; wew York 17, N. Y, 


rig it. 
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“how do you know 
it's a very 
important job?” 


























Easy to know what paper gives top-notch press 
performance — making it a first choice for impor- 
tant jobs. Just seeing INTERNATIONAL OFFSET 


in action makes that clear. 


You'll like the way it lies flat. It is strong, sur- 
face-sized and fuzz-free. Equally adaptable to 
letter-press or offset, it takes long runs of single 


or multiple color with the greatest of ease. 


Keep INTERNATIONAL OFFSET in mind for 
those booklets, brochures, broadsides where 


handsome appearance is a special asset. 


Current shortages of raw materials, coupled 


“because they sait 
‘use International 
offset’” 








with the great popularity which this paper en- 
joys, mean quantities insufficient to meet every- 
one’s needs. Our facilities as the world’s largest 
maker of papers are constantly at work to in- 
crease available supplies. International Paper 
Company, 220 East 42nd St., New York 17,N. Y. 


INTERNATIONAL 


PERS -7... 








